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EASTON’S 
PERF'Y ... 


a smartly tailored 
step-in pump with 
daintily perforated 


vamp and leather heel. 
Fashioned in 


HUBSCHMAN’S CALF 


#1590 Benedictine ... 
also in #1516 Basque 
Red, #1507 Flight Blue, 
#1508 Bone, and Black 
... by Easton Shoe Co., 
Inc., Wakefield, Mass. 


E. Hubschman & Sons, Division of Gera Corporation, Philadelphia 23. . . Fashion Office: 261 Fifth Avenue, New York 16 





Indoors 


TRADE MARK REG.US. PATENT OFF. 


For Children of All Ages 
A CAPITAL ASSET IN YOUR STORE 


In Stock 60322 
Patent Leather 
Strap With Bow 

4to6,B,C,D&eE 

6%, to 8, B, = 
81% to 12, A, 
12% to 3, A, B 


Kali-sten-iks Tailored Craftsmanship blended 


into distinctive styling, makes Kali-sten-iks 


In Stock 846 
Brown Allenite 

° ° . ‘ Tip Oxford 
If you are the dealer who is looking for repeat q 8 V5 to 12, A, B, C.D, ER EE 
; A 121, to 3, A, B, C, D, E & EE 
3% to 6, A,B,C, D&E 


‘A Capital Asset in Your Store."’ 


sales in fine children’s shoes, Kali-sten-iks 


is the line for you. 


“THE GILBERT SHOE CO., THIENSVILLE, WISCONSIN — 
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“ypcepcaw G1RLews 


finest 


where the biggest volume of business is done 


first 
over 

forty years, 
the leader 

In 
volume-priced 
shoes 


first 


the #1 

BIG BRAND, 
the only 
proven brand 
in the 

price field 


first 


a complete 
ales 
cemelomant= 
reanle)i-ie 
Selling job — 
anlelas 
profitably 


first 


in constant 
national 
advertising, 
year after year 
after year — 
magazines, 
newspapers, 
television 


The American Girl Shoe, 288 A Street, Boston, Mass. Div.: Consolidated National Shoe Corp. 
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Something eally | / 


THE COUNTRY SQUIRE 


MEN’S 10” CLOSURE BOOT 


Lightweight — all rubber — no fabric lining. Will stretch 


on easily over any shoes including heavy work shoes. Molded 


button and strap, integral part of boot, provides ankle 
closure around trouser or can be worn beneath. 
“Bellows” action, together with ridges molded inside 
boot, provides ventilation and air circulation 
with each step. Easily cleaned inside or out 
under faucet. Dries in a jiffy. Offers 
rugged service for commuters, 
suburbanites, farmers and 
for all industrial use. 


Black rubber or neoprene. 


WILL FIT SHOES 
642 to 8l2 
Medium 842 to 10 
Large _. 10 doOVEV2 
_ bite gsiseMEN ie. £53199? 
THE & ppEARED 


TINGLEY RUBBER CORPORATION 
903 Ross Street, Rahway, New Jersey 


Please send me the name’‘of nearest Tingley distribu- 
tor and latest catalogue. T : A G ‘ EY 


NAME 
Se, See eee aaa RUBBER CORPORATION 


CITY js STATE 
Rubber Footwear for Children + Adults » Mechanics + Farmers 
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Spark = Creativity 





—“It’s not the size of the company that counts,” says 
Phil Kelly, vice-president of Lynn Baker Advertis- 
ing and president of the Sales Executive Club. “It’s 
creativity and good, solid merchandising and selling 
that make it a success. 


—‘It’s the creative spark that counts and it usually 
takes only one man to supply that spark. 


—“Many ideas may be tigers at the beginning but 
after they pass through a host of ‘examiners,’ they 
become mice. And, often, they become crippled 
mice. 


—‘So size isn’t important in business, but the indi- 
vidual is the key to the whole situation. 


—“And you don’t have to be big to be good. I could 
give you many examples of small companies that 
became big, starting with small budgets and work- 
ing up. 


—“The important point is this: the same media, the 
same research facilities and the same creative spark 
are available to every advertiser, whether large or 
small. 


—‘Some companies are going sound asleep because 
they are playing it safe. Don’t let the giants play 
‘big bad wolf’? and scare you into surrendering. 
Remember, Napoleon could wear a high silk hat 

. . David did a terrific 

. and Brigitte Bardot is only 


in any modern sportscar . 
job on Goliath . . 
4 foot 6. 


—“Yes, there are plenty of opportunities ahead in this 
country, in the field of marketing, for the little 
fellow who wants to get big, if he tries hard 
enough.” 


é. Bo The th, 


Publisher 
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JUMPING: JACKS 


“7 TIMES TURNOVER 
IN FIRST YEAR” 


reports 
A. Tracy Cunniff 
Tracy's Shoe Shoppe 
Village Green Center 
Ardsley, New York 


pr 
Dear Bob: 
Just finished a pleasant visit 
with Tom Dunford, and he asked 
me to give you a review of our 
first full year's business. In 
any new operation there are 
uncertainties. Fortunately, our 
mishaps have been so modest 
they're hardly noticeable. Would 
like you to look at our per-— 
formance record ——our opening 
test stock of JUMPING—JACKS was 
720 pairs——our turnover for the 
first twelve months was on a 
seven—time rate. Our weekly 
fill-ins have been, in our 
Opinion, just short of phe- 
nomenal. 
We're looking for a sizzling '60 
and have made a New Year's 
resolution that "we're going to 
love those JUMPING-—JACKS more 
than ever." 


Please express our thanks and 
well wishes to your entire 
staff. 

Yours truly, 


Q racy Cann 


Get to know the volume and profit 


plus of: JUMPING JACKS 


VAISEY-BRISTOL SHOE CO. 
Monett, Mo. 

















MR. NEOLITE SAYS: 


There's no brand 

like an advertised brand... 
and Goodyear brands 

are advertised 

most of all! 


TREMENDOUS 


Let’s face it: you can’t build a going and growing 
business with unadvertised brands that are here 
today and gone tomorrow. 

That’s why so many forward-looking manufac- 
turers consistently advertise their own brands. It’s 
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Goodyear shoe products will be 
advertised in all these national magazines... 
Plus TELEVISION... on the award-winning 
Goodyear Theater... every other Monday evening. 
138 NBC Stations... Over 20,000,000 /isteners. 


NEW CAMPAIGN IN 1960! 


also the reason why they consistently use top-adver- unadvertised products? Instead, give your brands 
tised products in making their brands. Nothing can the dependable sales-boosting power of top-quality ~ 
beat dependable quality and sound, steady adver- and top-advertised Goodyear products. Get all the 
tising in the race for sales. facts from your Goodyear Representative. Or write 
So why handicap your sales by using hit or miss to Goodyear, Shoe Products Div., Akron 16, Ohio. 


SOLES + HEELS + TOPLIFTING g MADE ONLY BY 


GOO0OD, YEAR 


REOLITE, AN ELASTOMER-RESIN BLEND, TM.—-THE GOODYEAR TIRE @ RUBBER COMPANY, AKRON, ono 
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AGATE 

Stocked in Black Hornback 
with Grey Conga Gems; 
Salmon Beige Hornback 
with Multi-colored Gems 


The calf of the Water Buffalo provides 
shoe leather of richness and beauty, 
for comfort and durability. 


Such realistic reproductions as 
Hornback and Ostrich are featured 

by pace setting manufacturers like 
Heydays...in outstanding promotions 
such as their current collection of 
“GEMS” as illustrated. There is a 
full range of colors... 

each compliments the other. 


Stocked in Black 
Hornback with Grey 
Conga Gems; Salmon 
Beige Hornback with 
Multicolored Gems; 
Fresh Ostrich Calf 
with Black Gems 


EMERALD 

Stocked in Black Hornback 
with Grey Conga Gems; 
Salmon Beige Hornback 
with Multi-colored Gems; 
Fresh Ostrich with 

Black Gems 


GARNET 

Stocked in Black Hornback 
with Grey Conga Gems; 
Salmon Beige Hornback 
with Multi-colored Gems 


R. NEUMANN & COMPANY 300 OBSERVER HIGHWAY, HOBOKEN, N. J. 
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@ House Ways and Means Committee is working to close tax 
loopholes and give small business a break in 1960. 


@ Senate Small Business Committee is thinking 
about insuring of lease bonds for small firms 
that want to lease space in shopping centers. 





@ U. S. Budget Bureau head says citizens must 
stop asking for benefits government can’t pay 
for. CODs are piling up at an alarming rate. 


GEORGE H. BAKER 


Baker Reporting from WASHINGTON 





Small business firms stand the best chance in years of getting some tax 
relief in 1960. 

The House Ways and Means Committee, which starts all major tax 
changes, is now conducting a broad study of all tax laws. Its first objective 
is to close “loopholes” which permit favored groups to escape paying their 
fair share, thus raising taxes for the bulk of the taxpayers. 

It is also seeking to correct unfair taxes and to remove those which 
penalize some taxpayers because of special circumstances. Small firms are 
among those penalized by the tax laws, experts say. 

Among the possibilities of congressional action are measures to permit 
self-employed persons to deduct funds set aside for retirement; ease the 
inheritance tax which now causes many mergers, and permit tax deductions 
for reinvested profits. 

There are many proposals which could hurt small firms. Budget problems 
are working against an across-the-board tax cut. 


The government may start backing independent merchants who want 
to rent space in shopping centers. Such a proposal has been under discussion 
in the Congress for more than a year. The Senate Small Business Committee 
now suggests that the time is at hand to offer federal help to independents 
who must compete with chains in the scramble for desirable space in shopping 
centers. 

What form will this “federal help” take? The Senate Small Business 
Committee is thinking about writing a new law telling the Small Business 
Administration to insure lease bonds, which would be written by private 
surety companies. Owners of shopping centers would, in this way, be guaran- 
teed against any loss of rental income by the government. 

Says the committee: 

“A program of government-guaranteed lease bonds, handled entirely by 
the private surety industry, would make it possible for the enterprising inde- 
pendent businessman to obtain prime locations in shopping centers on the 
basis of his merchandising ability, rather than on the artificial requirement 
of net worth.” 

Testimony presented to the committee shows that owners of shopping 
centers—many of whom are life insurance companies—insist on renting at 
least 70 per cent of the space to corporations with AAA credit ratings based 
on a minimum $1 million net worth. Few, if any, small firms can meet this 
test. 


The government must stop “living on credit cards,” the head of the U. S. 
Budget Bureau insists. Maurice H. Stans says citizens must wake up to the 
fact that the nation must pay its way, and must quit demanding new federal 
benefits of Congress that they are unable or unwilling to pay for. 
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© Number of U. S. youngsters continues rapid 
growth. Figures show school and college en- 
rollment up 23 per cent above 1954. 


Report from 
@ Labor has a long “shopping list’’ for Congress 
W ASHINGTON and is not concerned with where the money for 
the projeets will come from. 


The federal government is piling up CODs for the years ahead at an 
alarming rate, Mr. Stans points out. Even if the new (1960) session of 
Congress does not vote any new programs, the level of federal spending 
is going to go up anyway because of built-in increases in programs voted 
in 1959 and other years. 





The total number of U. S. youngsters is continuing to grow at an 
astonishing rate. As of Oct. 1, the total number of enrollments in schools and 
colleges was 44.4 million. This figure is 23 per cent above the 1954 totals. 
and 47 per cent above the 1950 enrollments. 

This fall, two million little people were enrolled in kindergarten. Another 
29.4 million were enrolled in elementary schools and 9.6 million were enrolled 
in high schools. Still another six million are in junior high schools, and 
3.3 million are in colleges or professional schools. 

The rate of growth is pointed up by the following table: 


Age October 1959 October 1954 
Total, 5 to 34 years old 44,370,000 36.083.000 
13 years 30,848,000 25,396.000 
5 and 6 years 6,222,000 5,444,000 
7 to 13 years 24,626,000 19,952,000 
14 to 34 years 13,522,000 10.686.000 
14 to 17 years 9,839,000 7.784.000 
18 to 24 years 2,884,000 2,267,000 
25 to 34 years 799,000 635,000 


What does labor want of Congress? Here’s the official shopping list. Note 
that no cost estimates are provided. Also, it would appear that no thought 
has been given as to where the money to pay for these programs will come 
from: 

® Raise the national minimum wage to at least $1.25 per hour, and bring 
under federal control all employes not now covered. 

* Give money to depressed areas. 

® Use federal money to build more schools. 

® Set federal standards for unemployment compensation. 


© Offer government health insurance to oldsters. 


® Build more government housing, including homes for those in the mid- 
dle income brackets. 

® More public works projects, including “vigorous” development by the 
government of atomic projects. 


* Close tax loopholes and end excise taxes. 

© Compel the Federal Reserve Board to foster a greater rate of economic 
growth for the nation. 

® Bar non-union contractors from federal procurement. 

° A “meaningful” civil rights law. 

* Admit more refugees from abroad. 


® More aid for farmers. 
The AFL-CIO warns that it intends to punish politicians who oppose the 
above. 





(CONTINUED ON PAGE 50) 
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YEOLAC. 


THE BORG-WARNER PLASTIC THAT’S TOUGH, HARD, AND RIGID 


When women’s heels took a turn for the tall and thin, flex fatigue, shock-impact and 
heat distortion became serious problems. To overcome these problems, a specific 
new material was developed by Marbon and Borg-Warner research: 
CYCOLAC GS. Heels of CYCOLAC are longer-lasting—they laugh off toughest use, 
and have proved superior to leading competitive materials. Returns are hitting 
an all-time low. New economies are realized because the low weight of 
CYCOLAC GS offers more heels per pound of material. 


Check CYCOLAC GS now! 
CYCOLAC Better in more ways than any other plastic 


MARBON CHEMICAL BW: vivision BORG-WARNER 


WASHINGTON WEST VIRGINIA 
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LEATHER 
IS SUPERIOR FASHION! 


LEATHER IS VALUE! 


LEATHER 
SELLS SHOES! 


EATHER INDUSTRIES 








Leather 
Shoes... 
Key 


Fan) the 
f rd Costume 


City, country, A.M., P.M., leather shoes, alone, 
have the genuine individuality and quality that cannot be duplicated. 
Add a footnote of true elegance to your Spring costume with beautiful leather shoes 


For recognized value ...for fashion superiority... leather is truly the key! 
LEATHER INDUSTRIES OF AMERICA 











IN VOGUE MAGAZINE, FEBRUARY 15, FULL-COLOR SPREAD. ‘‘Leather Shoes Key The Costume’’ will be the 
theme to stimulate sales of extra pairs for pre-Easter buying. This will provide major support for 
manufacturers participating in Vogue’s industry-wide promotion: “‘Shoes That Key The Costume”. 
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Spectators 
grace your feet... beautify your steps! 


The new all-leather specti step out exeitingly at every time of day. 
Beautifully soft and mellow leather uppers reflect textures and colors 
that match and complement every costume in your wardrobe. 

Elegant supple leather soles put a comfortable spring in your step. 

And look at those very well-stacked leather heels! 


& 
LEATHER INDUSTRIES of AMERIC3 hem Only all-leather spectators give you superb quality, true value, genuine fashion. 














IN MADEMOISELLE MAGAZINE, MARCH, FULL-COLOR SPREAD. This dramatic ad will feature spectator-type 
shoes for all times of day. The National Shoe Retailers Association says that for Spring, ‘The spectator 
(and its influence) has touched all shoes...is undisputed king for shoe selling.”” Brand names of leading 
manufacturers— the brands you stock —will be included in the ad. 


Pre-sells YOUR Shoes 


e LIA PRE-SELLS your customers on new leather shoe 
fashions with ads such as these. 


e@ LIA increases your profit prospects by setting-up retail pro- 
motions on leather shoes in cooperation with the manufac- 
turers whose shoes you sell. 


e@ LIA widens the consumer audience by backing each leather 
shoe promotion with a powerful publicity program in your 
local newspapers, television and radio. 


e@ LIA focuses customer demand on your store by giving you 
important merchandising support... FREE! 


write to: LEATHER INDUSTRIES OF AMERICA 


411 Fifth Avenue, New York 16, WN. Y. 
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the one thattells ’em.... 


Boot and Shoe Recorder 





.. iS the one that sells "em 





Men “on the way up” have no time to waste. Even their 
reading is limited to essential information. But shoe men 
take time to read the RECORDER, steady source of 
marketing and merchandising ideas, trends, and develop- 
ments. It’s reporter, researcher and reliable advisor to key 
men in every phase of the business. Go right to the top 
with your advertising message .. . in the RECORDER 
it’s bound to be read. 


READERSHIP — Leads its VITALITY — 43,000 reprint 
nearest competitor by 94% according _ requests in ten months — and the 
to National Analysts, Inc. survey, highest subscription renewal rate in 


which shows average of 3 readers the trade — 74.74%. 
per copy. 


IMPRESSION — Exposure IMPACT — Superior quality 
time for each issue is longer by and clarity of reproduction plus full 
months than any competitive color availability, provide maximum 


publication. visual power. 


al 
—=——____—_} 


Turnover — 

significant articles — Expense — 1959-60 
: Mark-up — Shoe 
send for reprints to Profits... hshodies 


P 
Boot & Shoe Recorder, cotinang oy Facts and 


Philadelphia 39, Pa. Figures 


If you missed any of these 
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THE QUALITY LEATHER 


I hithe 





reversible....unlined weights 
one side sueded - the other side, smooth 
black and colors.... 


LEATHER CO. GIRARD, OHIO 
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A Great New 


Corduroy Casual Style 
Available for Spring Delivery! 





One look and you know they’re going to be BIG! 4 
Tyer’s smart new IVY-CORDS could easily be one of 
the biggest selling casual styles of the coming season. 
Order now for Spring delivery! 
@ Pinwale Corduroy Uppers in Black, 

White and Loden Green 
e Long-Wearing — Tub Washable 


e@ Tapered-Toe Styling @ Drill-Lined 





ee 
< eee 


3 


eh 


TYER 


Tyer Rubber Company, Andover, Mass. 


Tyer Rubber Company, Andover, Massachusetts, U.S.A. 
{_] Please send me complete information on new Fleetwood IVY-CORDS. Please have a representative call. 
NAME. . 


STORE. 





She buys the world’s best 


for the son who lights her world 


qv 233372») 


A Guide to Your Child’s 
Foot Growth 


Extra Sales start with this Chart 


_ @eeeeeeeeeeeeeeeee 
CHANCE CHECK 





‘ome ook oe Use Avon's Foot Growth Chart to educate parents about shoe 
10 8 week very 4 weeks : 
8 to 12 week Every 8 weeks 


size checking...to reap the extra profits in this sound, increase- 


12 to 16 week Every 12 weeks 


12015 yrs to 20weeks | Every lb weeks shoe-pairage plan. Order chart 


1S yrs andover Every 6 mos to age 20 Fvery 6 mos 


in store display-size and in 


pocket-size giveaway for parents from Avon FREE! 

















your 
best choice 


@eeeeeeeevneeeeeee 


because It's 
your customer's 
first choice 


not on all shoes. . . just the best ones 


A famous quality sole offers you a valuable dividend — it does its own selling. 
That’s why a shoe is pre-sold when it’s soled with Avonite —— your customer's 
first choice for longer wear, greater flexibility, waterproofness, perfectly balanced 
comfort. It’s the trusted quality solemark that helps make the sale, the satisfied 


customer, the solid repeat business and sure profit for you, season after season. 


AVON SOLE COMPANY, Avon, Mass. 
GHEST QUALITY SOLES for 49 years 


Hl 





Attention! Everyone concerned with Waterproof shoes! 


THE NAME SYLFLEX 
HAS BEEN CHANGED 
TO SYL-MER 


“In response to popular demand,” you might say. 


Up to now, the Syl-mer* name has been applicable to the Dow Corning approved 
silicone finishes used on fabrics for apparel and home furnishings. 

Thanks to five years of consistent advertising and publicity in national magazines, 
radio and TV— plus vigorous promotion by retail stores—it has attained wide 
consumer recognition as the name for dependable performance in protective finishes. 
To date, over 25 million tags with the trademark have been used to 

identify textile products finished with Syi-mer. 


There were two important factors involved in Dow Corning’s recent decision to extend 


the use of the name to include leathers processed with its silicones : 


1. The success of Syl-mer was the result of a thorough-going program of 
quality control, based on the highest standards for water and spot repellency. 
These same standards of quality control apply to the silicone-treated 
leathers formerly known as Sylflex. 


2. A large part of the volume done in textile products with Syl-mer has been 
in men’s wear. This constitutes a ready-made market for waterproof shoes and boots 
identified by the same recognized Syl-mer trademark. 


x . 5 ‘ 
To help you capitalize fully on the advantages afforded by Leallen, treated, | These resources are making 


the name change, shoes of Syl-mer treated leather will be We | mente boots and — = 
. . . : ; ; : | with Syl-mer treated leather: 
forcefully advertised in 1960. Publications will include : 

. . : : we a | H.H. Brown Shoe Co. 
Saturday Evening Post, Sports Illustrated, Field and Stream, | Colt Manufacturing Co. 


Outdoor Life, Sports Afield and Mechanix Illustrated. Addi- | Dunham Bros. Co. 
: , . eae : | 20m corning s Endicott-Johnson Corp. 
tional impact will be made by the continuing program of 


© Keeps water out 
oun 


General Shoe Corp. 
International Shoe Co. 


| 
advertising on Syl-mer finished fabrics in such publications | senha at 
i Ranger Boot & Shoe Mfg. Co. 





as Harper’s Bazaar, Sports Illustrated, Simplicity, TV Guide 
and over network television. *T. M. Dow Corning Corporation DOW CORNING CORPORATION, MIDLAND, MICHIGAN 
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International Shoe Co. 
Reports Record Sales 


ST. LOUIS—The largest consoli- 
dated net sales in the history of 
International Shoe Company have 
been announced by Henry H. Rand, 
president. 

Sales for the fiscal year ended No- 
vember 30 totaled $283.3 million. 
They exceeded 1958 sales by $39 
million, or 16 per cent, and were 
higher than the prior peak sales by 
approximately $16 million, or 6 per 
cent. 

Mr. Rand said that consolidated 
net earnings are expected to show 
$2.71 per share of common stock, 
compared with $2.25 per share for 
the prior year. Earnings will ap- 
proximate $9.2 million, against 1958 
earnings of $7.5 million. 

In commenting on the year’s re- 
sults, Mr. Rand observed that earn- 
ings did not fully reflect the upswing 
in the company’s volume of business. 
This was due principally to the effect 
of sharp upward price movements 
in hide and leather markets under 
the firm’s last-in-first-out (Lifo) 
method of inventory valuation. 

Mr. Rand said the company’s net 
income for the year would have been 
approximately $2.8 million greater 
under the more conventional lower- 
cost-or-market method—or about 84 
cents per share higher for a total of 
$3.55 per share for the year. Under 
Lifo, the same basic low prices used 
in pricing the 1941 and 1942 inven- 
tories were used in valuing the ma- 
jor part of the inventories on No- 
vember 30, 1959, approximately $25 
million below current values. 

In his year-end statement, Mr. 
Rand indicated that International 
Shoe should earn substantially more 
in 1960 than in 1959. He said sales 
volume should reach $300 million. 


Acme Workers Reject Union 


COOKEVILLE, TENN.—Enm- 
ployees of the Acme Boot Company, 
Inc., plant here voted 230-77 against 
representation by the Boot and Shoe 
Workers’ Union (AFL-CIO). A rep- 
resentative of the National Labor 
Relations Board supervised the 
election. 
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NSI Reveals Stepped-Up Program 


The National Shoe Institute, in 
a summary of its 1960 plans, said 
it will expand its three seasonal 
promotions of men’s, women’s 
and children’s shoes. NSI listed a 


variety of other activities. 


NEW YORK—The National Shoe 
Institute, which acts as the indus- 
try’s spokesman to the consumer, 
has announced plans for a stepped- 
up promotional program for 1960 
footwear. 

NSI’s_ series of three seasonal 
style promotions, started in 1959, 
will be expanded. For spring and 
summer, Harper’s Bazaar will spon- 
sor the women’s theme. Esquire 
will sponsor the men’s theme and 
Parents’ will endorse the children’s 
theme. 

In addition, non-competitive shoe 
promotions will be carried by Made- 
moiselle, Ladies’ Home Journal, In- 
genue and Glamour this spring. NSI 
officials say confidently that con- 
sumer magazines “will devote more 
editorial space to footwear than 
ever before.” 

Plans are in the making, too, for 
a style promotion of men’s washable 
white shoes for summer. It will in- 
volve cooperative efforts with cloth- 
ing and accessory makers. 


Teenage Fashion Themes 


Also in the embryonic stage is a 
campaign using fashion themes for 
young men’s and young women’s 
shoes. Explained a spokesman for 
NSI: “Our boot promotion in both 
the boys’ and girls’ fields last spring 
and early summer demonstrated the 
effectiveness and the results of this 
kind of promotion, and the respon- 
siveness of young people to the 
right, timely kind of style pres- 
sure.” 

NSI also listed other promotional 
plans in a New Year’s report to the 
industry: 

Newspaper supplements: Two edi- 
tions of the NSI supplement will go 
to the country’s 1750 daily papers, 
stressing the seasonal themes. The 
first (spring) edition will have a 
color cover. In these supplements 


NSI aims to supply “the kind of 
copy and illustrations that provide 
an effective working link between 
newspapers and shoe retailers on a 
city level.” 

Press showings for fashion edi- 
tors: Some 250 visiting editors were 
scheduled to see a display of spring 
and summer shoes in all categories 
on January 13. The editors were 
guests of the New York Couture 
Group. 


“Shoe Breaks” Arranged 


“Shoe break’: An experimental 
effort heeding the argument for 
changing shoes often by such de- 
vices as a “shoe break” in offices or 
among housewives reportedly 
brought good results in 1959. New 
efforts along these lines include an 
approved ‘‘shoe break’ project 
among guides at the United Nations 
and Rockefeller Center. 

Shoes as a fashion focus: NSI en- 
visions a new version of the “Miss 
Smiling Ankles’ contest which 
sparked national publicity last year. 
Also in prospect is a pilot or experi- 
mental TV show involving the win- 
ner and demonstrating round-the- 
clock moods in footwear. 

Television and radio: Again NSI 
will prepare and offer TV and radio 
scripts to fashion editors and com- 
mentators. By adding a display of 
shoes obtained from local retail out- 
lets, NSI hopes to increase the num- 
ber of stations taking part, and the 
effectiveness of the idea. 

Mother’s Day and Father’s Day: 
A gift promotion of slippers was 
described as “highly effective’ at 
Christmas. Later, shoes will be pro- 
moted as gifts for Mother’s Day 
and Father’s Day. Backing the cam- 
paigns will be national publicity, 
specially posed photos and TV script 
mailings. 

Intra-industry promotion: For 
wide distribution within the indus- 
try and related apparel fields, a 
broadside in color is being made up. 
It will reproduce NSI’s newspaper 
supplement and describe the Press 
Week fashion show and several aux- 
iliary promotions. 
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137 Exhibitors Listed for Mid-Season Fashion Week 


NEW YORK—Some 137 compa- 
nies had signed up by last week as 
exhibitors at the initial Mid-Season 
Shoe Fashion Week, February 14 to 
17 at the Waldorf-Astoria Hotel. 

A series of style conferences and 
fashion meetings will be held dur- 
ing the four-day event. 

Members of the Fashion Week 
committees of the four sponsoring 
associations are: 

National Shoe Manufacturers As- 


* * 


Fashion Week Exhibitors 


Accurate Shoe Corp., Brooklyn; Ace 
Footwear, Inc., Brooklyn; John Addi- 
son Footwear, Inc., Marlboro, Mass.; 
Allen Shoe Co., Inc., Haverhill, Mass.; 
Allied- Hampshire Footwear Corp., 
Somersworth, N. H.; Anwelt Shoe 
Corp., Fitchburg, Mass.; Ascutney 
Shoe Corp., Hudson, Mass.; Auerbach 
Shoe Company, Brunswick, Me.; Bambi 
Footwear, Inc., Brooklyn; Bangor Shoe 
Mfg. Co., Inc., Bangor, Me. 

Barcy Shoe Co., Inc., Lowell, Mass.; 
Baris Shoe Company, New York; 
Barre [Footwear Co., Wilkes-Barre, 
Pa.; Bata Shoe Co., Inc., Beleamp, Md.; 
A. J. Bedford Shoe, Inc., Lititz, Pa.; 
Belle-Moc, Inc., Lewiston, Me.; Benson 
Shoe Co., Lynn, Mass.; Bermuda Casu- 
als, Inc., Juliet Footwear Co., Pater- 
son, N. J.; Bernie Shoe Co., Haverhill, 
Mass.; Billie Shoe Co., Inc., Methuen, 
Mass. 

Bimbi Mfg. Co., San Antonio, Tex.; 
Blossom Footwear, Inc., New York; 
Bridgewater Workers Co-Oper. Assn., 
Inc., Bridgewater, Mass.; Brilliant 
Bros. Co., Boston; Bruce Shoe Co., Inc., 
Biddeford, Me.; Bushman Shoe Co., 
Lowell, Mass.; Clemtex Mfg. Co., Inc., 
Hudson, Mass.; Co-Ed Shoe Mfg. Co., 
Inc., Wakefield, Mass.; I. Cohen & 
Sons, Inc., Boston; B. E. Cole Co., Nor- 
way, Me. 

Commonwealth Shoe & Leather Co., 
Inc., Whitman, Mass.; Connors & Hoff- 
man Footwear, Inc., Littleton, N. H.; 
Continental Textile Corp., Boston; 
Crest Shoe Co., Lewiston, Me.; Cum- 
berland Shoe Corp., Franklin, Tenn.; 
Curtis Shoe Corp., Temple, Tex.; 
Charles Cushman Co., Auburn, Me.; 
David Shoe Co., Inc., Lynn, Mass.; Di- 
amond Shoe Corp., Marlboro, Mass.; 
Dover Shoe Mfg. Co., Somersworth, 
N. H. 

Durable Shoe Co., Myerstown, Pa.; 
Esquire Slipper Mfg. Co., Inc., Beverly, 
Mass.; Evy Footwear Co., Inc., Brook- 
lyn; Fenton Shoe Corp., Cambridge, 
Mass.; Five Star Shoe Co., Inc., Long 
Island City, N. Y.; Fleisher Shoe Com- 
pany, Manchester, N. H.; Flex-Mor 
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sociation: L. J. Schaefer, Brown 
Shoe Company, St. Louis; S. L. Slos- 
berg, Green Shoe Mfg. Company, 
Boston; Joseph S. Stern, United 
States Shoe Corporation, Cincinnati. 

New England Shoe and Leather 
Association: A. W. Berkowitz, Songo 
Shoe Mfg. Corporation, Portland, 


Me.; Saul L. Katz, Hubbard Shoe 
Company, Rochester, N. H.; W. J. 
McGrath, John E. Lucey Company, 
Bridgewater, Mass. 


* 


Shoe Co., Rochester, N. H.; Foreside 
div., Kristine Shoe Co., Salisbury, 
Mass.; Formfitting Slipper Corp., New 
York. 

Francine Shoe Co., Norway, Me.; 
Franzen Shoe & Slipper Co., Worcester, 
Mass.; Freeport Shoe Co., Freeport, 
Me.; Gail Shoe Mfg. Corp., Salem, 
Mass.; Genesco, Nashville, Tenn.; Ger- 
ber Shoe Co., Inc., Lawrence, Mass.; 
Goldberg Bros., Inc., Haverhill, Mass.; 
Gold Seal Shoe Corp., Boston, Mass.; 
Grace Shoe Mfg. Corp., Lowell, Mass.; 
The Daniel Green Slipper Co., Dolge- 
ville, N. Y.; Gutman-Kesslen Shoes, 
Inc., Manchester, N. H. 

Haddad Shoe Corp., Lancaster, Pa.; 
Hagerstown Shoe Co., Hagerstown, 
Md.; Hallowell Shoe Co., Hallowell, 
Me.; Hannahsons Shoe Co., Haverhill, 
Mass.; Lewis Heicklen Sales Co., Inc., 
New York; Herman Shoe Co., Millis, 
Mass.; Holmes Stickney Inc., Portland, 
Me.; Hubbard Shoe Company, Inc., 
Rochester, N. H.; International Fabric 
Corp., Boston; International Seaway 
Trading Corp., Cleveland. 

Jamey Shoe Co., Inc., Nashua, N. H.; 
Jay Shoe Mfg. Co., Cambridge, Mass.; 
Jenrose Shoe Co., Inc., Lawrence, 
Mass.; Jo-Gal Shoe Co., Inc., Lawrence, 
Mass.; Jonell Shoe Co., Inc., Lawrence, 
Mass.; Kass Footwear Corp., New 
York; Kesslen Shoe Co., Kennebunk, 
Me.; K L Shoe Co., Inc., Lawrence, 
Mass.; Klev-Bro. Shoe Mfg. Co., Inc., 
Derry, N. H.; A. S. Kreider & Son 
Co., Palmyra, Pa.; Krieger & Rosen 
Shoe Co., Brooklyn. 

Kristine Shoe Co., Inc., Salisbury, 
Mass.; La Bella Footwear, Inc., Brook- 
lyn, N. Y. - GiGi Footwear, Inc., Brook- 
lyn - The Charm Footwear Co., South 
Norwalk, Conn.; Laconia Shoe Co., 
Inc., Laconia, N. H.; Lesande Shoe Co., 
Inc., Haverhill, Mass.; Liberty Shoe 
Co., Haverhill, Mass.; Lincoln Shoe 
Co., Inc., Haverhill, Mass.; Little Ones 
Footwear, Inc., Brooklyn; Lois Shoe 
Co., Boston. 

Louis Shoe Co., Amesbury, Mass.; 
Lowell Shoe Co., Inc., Lynn, Mass.; 
Lynn Novelty Shoe Co., Inc., Lynn, 
Mass.; Marilyn Sandal Corp., div. 


National Shoe Retailers Associa- 
tion: Louis B. Keane, I. Miller & 
Sons, New York; Louis Liebson, 
Edison Brothers Stores, Inc., St. 
Louis; Ralph Roussy, Packard-Rel- 
lin, Milwaukee. 

National Association of Shoe 
Chain Stores: William M. Blackie, 
Genesco, Nashville, Tenn.; David W. 
Herrmann, Melville Shoe Corpora- 
tion, New York; Alfred L. Morse, 
Morse Shoe Stores, Boston. 


* * 


Amoskeag Shoe, Bee-Bee Shoe Co., 
Manchester, N. H.; Mannequin Shoes, 
Inc., New York; Martin & Tickelis 
Shoe Co., Inc., Newburyport, Mass.; 
Medwed Footwear, Inc., Skowhegan, 
Me.; Miller, Hess & Co., Inc., Akron, 
Pa.; Moose River Moccasins, Oldtown, 
Me. 

The Muskin Shoe Co., Millersburg, 
Pa.; Myrna Shoe, Inc., Manchester, 
N. H.; National Shoe & Leather Co., 
Epping, N. H.; Norrwock Shoe Co., 
North Jay, Me.; O’Donnell Shoe Com- 
pany, Inc., Lynn, Mass.; Ornsteen 
Shoe Co., Inc., Haverhill, Mass.; Pan- 
ther-Moccasin Mfg. Co., Inc., Auburn, 
Me.; Paramount Footwear Co., Inc., 
yarfield, N. J.; Parkhill Shoes, div. 
Comfort Slipper Corp., Fitchburg, 
Mass. 

Peerless Footwear Inc., Souderton, 
Pa.; Pla-Moc Shoes Inc., Lynn, Mass.; 
Putterman-Loree Footwear Sales Co., 
New York; Radcliffe Shoes Inc., Brock- 
ton, Mass.; Ramsey Shoe Corp., New 
York; Randolph Mfg. Co., Inc., Ran- 
dolph, Mass.; Recordia Footwear, Inc., 
Stroudsburg, Pa.; Regina Footwear 
Ine., Brooklyn; Roberts-Hart, Inc., 
Keene, N. H.; Ronnie Shoe Co., Inc., 
Lynn, Mass.; Ross Shoes, Inc., North 
Reading, Mass.; Rubber Corporation of 
Pennsylvania, West Hazleton, Pa. 


The Rubber Corp. of Calif., Garden 
Grove, Calif.; Salem Shoe Mfg. Co., 
Salem, Mass.; Sandler of Boston, Need- 
ham Heights, Mass.; Sham-O-Kin Shoe 
Corp., Shamokin, Pa.; Sheraton Shoe 
Co., Ine., Chelsea, Mass.; Sinclair Shoe 
Co., Haverhill, Mass.; Songo Shoe 
Mfg. Corp., Portland, Me.; Sudbury 
Footwear, Inc., Boston; Supreme Slip- 
per Mfg. Co., South Norwalk, Conn. 


Tobin-Hamilton Co., Inc., St. Louis; 
Tower Shoe Mfg. Corp., Brooklyn; 
Treasure Shoe Mfg. Co., Inc., Brook- 
lyn; Vagabond Shoe Co., div. Kute 
Kiddies Shoe Co., Inc., Lowell, Mass.; 
Ware Shoe Company, Ware, Mass.; 
Webster Shoe Co., Webster, Mass.; A. 
Werman & Sons, Inc., Brooklyn; Wey- 
mouth Shoe Company, Lewiston, Me.; 
A. N. Wolf Shoe Co., Denver, Pa. 
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Brown Shoe’s Attorneys to File Appeal 
This Month in Anti-Trust Litigation 


ST. LOUIS—Brown Shoe Company’s attorneys 
indicated last week that they would file an appeal 
notice with the U. S. District Court sometime this 
month in the Brown-Kinney anti-trust case. 

The appeal will take the case to the U. S. Supreme 
Court, appellate body for anti-trust actions. 

Deadline for filing of the appeal was February 8, 
60 days from the date of the judgment handed down 
by Judge Randolph H. Weber. This judgment or- 
dered Brown to divest itself of its interest in G. R. 
Kinney Corporation. But Brown asked for — and 
received on December 28—an order staying execu- 
tion and enforcement of the terms of this final judg- 
ment until the Supreme Court could review the case. 


New Fiber Products Identification Act 


Doesn’t Apply to Shoes or Slippers 


BOSTON—The Federal Trade Commission has 
ruled that the shoe industry is exempt from the new 
Textile Fiber Products Identification Act. This was 
emphasized by officials of the New England Shoe and 
Leather Association in advice to members and in a 
public statement last week. 

Said NESLA: “The Act states in Section 12 (a) 
(10) that its provisions shall not be construed to 
apply to ‘textile fiber products incorporated in shoes 
or overshoes or similar outer footwear’.”’ 

NESLA said the commission has also ruled that 
slippers are “footwear” under the act’s provisions, 
and are exempt from the labeling requirements. 


PPSSA Appoints Chairmen for Five 
Style Committees, Lists New Policies 


NEW YORK—The Popular Price Shoe Show of 
America has named new chairmen for five of its six 
shoe style committees. New operating policies were 
also announced for these committees, which will meet 
during the Mid-Season Shoe Fashion Week in mid- 
February. 

Emil Alberts, G. R. Kinney Corporation, will be 
presiding chairman of the women’s dress shoe com- 
mittee. Sub-chairmen are: color and materials, Dan- 
iel E. Druth, Maling Bros., Inc.; lasts and heels, 
Nathan C. Schieber, Edison Bros. Stores, Inc.; pat- 
terns and detailing, Harold D. Ashe, Liberty Shoe 
Company, Inc. 

Women’s sports and welts chairman is Jack Joyner 
of Kinney. Allan A. Foss of Allan A. Foss Sales 
Company is chairman of women’s casuals and dress 
flats. 

Chairman of the children’s shoes committee is 
H. C. Levy, H. QO. Toor Shoe Corporation. Sub- 
chairmen are: little boys’ shoes, Henry Berman, Na- 
tional Shoes, Inc.; infants’ shoes, William T. Wad- 
dell, Sears, Roebuck & Company; child’s and misses,’ 
Timothy P. Welch, Kinney; lasts and materials, 
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Arnold Hiatt, Blue Bonnet Shoe Company. 

Men’s shoe chairman is M. A. Gruber, Regal Shoe 
Company. Harry Argyries, Edison Brothers, re- 
mains head of the slipper unit. 

In the future, style committee members will serve 
no longer than three years, chairmen for one year. 
Members will be picked from retailing or manufac- 
turing, with membership in the New England Shoe 
and Leather Association or National Association of 
Shoe Chain Stores not a prerequisite. 

Efforts will be made to rotate about one-third of a 
committee each year. 


Midwest Shoe Travelers Elect Hansen 


President, Plan Drive for Members 


CHICAGO—George E. Hansen is president of the 
Midwest Shoe Travelers Association for the 1960 
term. He was elected at the annual year-end lunch- 
eon. Robert Heaton is vice-president and B. R. 
(Red) Davis is secretary-treasurer. 

The board of directors consists of Julian Chapman, 
Ira Mack, U. K. Allen, O. B. Heaton, Bill Reid, 
Harold Jameson and Sam Sourika. 

A membership drive will mark a major activity 
early in the year, it was announced. Travelers ex- 
pressed satisfaction about the new Palmer House 
location for Chicago regional shows. They expect 
increases in number of exhibitors and in attendance. 


NESLA Advance Fall Market Week 


In Boston Scheduled for April 3 to 6 


BOSTON—The New England Shoe and Leather 
Association’s next Advance Fall Shoe Market Week 
has been set for April 3 to 6 at Hotels Statler-Hilton 
and Sheraton-Plaza here. 

Applications for reservation of display rooms will 
be mailed January 22 to companies which exhibited 
in September 1959. These firms will be given a three- 
week option period to act. 

Maxwell Field, NESLA executive vice-president 
and show manager, said the Market Week is intended 
“as a service to members and other shoe firms who 
require an early showing of fall samples to their 
southern and western wholesale and other volume 
accounts.” 


Advanced Footwear Selling Methods 


To Be Covered in Evening Course 


BROOKLYN—New advanced methods of footwear 
marketing will be stressed in a shoe merchandising 
course to be given during the spring semester in 
the evening division of the New York Community 
College of Applied Arts & Sciences, Brooklyn. 

The course will start next month and continue once 
a week for 15 evenings. Registration will be held 
January 27-28 from 6 to 8 p.m. at the college, 300 
Pearl St. Milton Bailey, Navy shoe expert and mar- 
keting specialist, will conduct the course. 
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1960 Output to Match ’59: Field 


BOSTON — Footwear production 
in 1960 will remain at the record 
level of 630 million pairs estimated 
for 1959, according to a forecast by 
Maxwell Field, executive vice-presi- 
dent of the New England Shoe and 
Leather Association. 

Basing his prediction on the fact 
that New England currently pro- 
duces 34.5 per cent of U. S. shoes, he 
sees this section of the country mak- 
ing 217 million pairs. 

“These forecasts,” Mr. Field says, 
“are based on the fact that retail 
shoe business has held up well in 
recent months despite the effects of 
the steel strike. Inventories of re- 
tailers and wholesalers are believed 
to be normal at this time. Some of 
the output of 1959 went into inven- 
tory replenishment and these, plus 
good retail business, are the basic 
factors which led to the record post- 
ed this year. 

“At the same time,” Mr. Field cau- 
tions, “it should be remembered that 


the inventory replenishment factor 
will not be operative in 1960 as it 
was in ’59. However, further gains 
in population of approximately 3.1 
million persons should result in the 
need for an additional 10-11 million 
pairs of shoes. Also, with higher in- 
come levels and higher employment, 
consumer expenditures for shoes 
should increase, resulting in slightly 
higher per capita consumption of 
footwear.” 

Retail shoe sales volume in the 
U. S. in 1959 is estimated by govern- 
ment authorities at $4.25 billion, Mr. 
Field notes. In 1960 retail sales of 
shoes should increase slightly to $4.4 
billion. 

“New England’s shoe _ industry 
continued to lead the country as a 
whole in production during 1959,” 
Mr. Field says. “U. S. shoe output 
of 538 million pairs for the first 10 
months showed a 10 per cent gain 
while New England gained 11 per 
cent during the same period. Ship- 





Endicott Johnson A ppoints Two to Sales Posts 


ENDICOTT, N. Y.—Two top-level 
national sales administration posts, 
both newly created, have been filled 
by Endicott Johnson Corporation. 

P. Douglas Blain has been named 
director of the company’s in-stock 
group, with responsibility to direct 
and administrate the five EJ in-stock 
sales divisions. These divisions serve 
more than 20,000 independent retail 
shoe stores. The five are Endicott 
Sales, St. Louis Sales, New York 
Sales, Great Atlantic Shoe Company 
in Knoxville, Tenn., and Lehigh 
Safety Shoe Company in Emmaus, 
Pa. 

W. Douglas Feeck has become di- 
rector of the retail sales group. 
Formerly director of retail sales, he 
will now be responsible for the di- 
rection and administration of the 
nearly 600 company-owned stores 
and subsidiaries. 

In addition to his new duties, Mr. 
Feeck continues as president of six 
EJ retail subsidiaries: Brownell 
Shoe Company, Endicott Johnson 
Shoe Company, Father and Son Shoe 
Stores, Inc., Endicott Johnson Cor- 
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P. DOUGLAS BLAIN W. DOUGLAS FEECK 


poration, Merit Shoe Company, Inc., 
and Miller United Shoe Company, 
Inc. 

He also serves as vice-president 
of Slater’s Boot Shops Company, 
Inc. and is responsible for direction 
of the Rival Shoe Company, Inc. and 
the Liberty Shoe Stores, Inc. 

Mr. Feeck was elected to the Endi- 
cott Johnson board of directors in 
1958. He has been with the com- 
pany for 40 years. 

Mr. Blain has been with Endicott 
Johnson for over 43 years, with the 
exception of Army service in World 
War I. 


ments of shoes from New England 
producers totaled 187 million pairs 
valued at $695 million during this 
10-month period.” 

Massachusetts led all states during 
1959 in total shoe production. 


1959 Output Estimated 


At 633 Million Pairs 


U. S. SHOE production in 1959 to- 
taled about 633.1 million pairs, latest 
available estimates indicate. 

Although the total is slightly lower 
than many experts had predicted, 
still it marks the largest shoe year 
on record. Never before did output 
exceed 600 million pairs. 

If the 633-million-pair estimate 
proves correct, 1959 output will have 
been 8.7 per cent greater than that 
of recession-ridden 1958. 

The 1959 total is based on Census 
Bureau figures for the first 11 
months plus a December estimate 
hinging on manufacturers’ schedules 
for that month. 

November production was set at 
45.8 million pairs, 2 per cent above 
the 45 million pairs of November 
58, but 13 per cent below the 52.4 
million pairs produced in October 
"59. 

Average factory value per pair of 
shoes shipped in November was 
$3.77. 

The December production estimate 
was 49.5 million pairs compared 
with 48.2 million in December 1958. 

Reviewing these figures, the Tan- 
ners’ Council said last year’s output 
would amount to 3.55 pairs per 
capita. The ratio for women’s shoes 
would be 4.63, and for men’s shoes, 
1.83 pairs. 

In issuing its report of November 
’59 production, the government gave 
this breakdown: 

Men’s dress and play shoe produc- 
tion amounted to 6 million pairs, 
down 3 per cent from the 6.2 million 
pairs for November 1958, and down 
11 per cent from the 6.8 million 
pairs of October ’59. 

Women’s dress and work shoe pro- 
duction was 13 million pairs, a de- 
crease of 1 per cent fron! the 13.2 
million pairs for November ’58 and 
a decrease of 13 per cent from the 
15 million pairs of October 1959. 

Output of all other footwear was 
listed as 5 per cent above the No- 
vember ’58 level, but 12 per cent 
below October ’59. 
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TRADE MARK 


@me ( follows the fine line of fashion 


It makes the difference that makes the shoe! Now...no matter how high 
the heel, how subtle the shape, any shoe can have custom contours— 
machine made! Compomatic’s newest refinement in tabless construction 
assures a smoothly rounded sole, a perfectly shaped shank, a consistently 


flawless finish...with no hidden defects to mar the shoe...or mar the sale. 














sole end skiver 


Produces an incomparably fine, 
uniform flap at top speed, 

for tabless construction. Most 
compact, modern machine of its 
type, it will take completely 


processed cemented soles. 


improved compomatic press 


A fast, foolproof operation 
attaches soles and breasts heels 
in minimum time for maximum 
pairage.... with consistent 
quality results. Newest pad box 
requires no changeover for a full 
run and no refitting for different 


heel heights or heel styles. 




















Trim, clean lines 

of sole precisely 
follow every fashion- 
able curve of the last. 
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Precision shank and 
heel breast forming 
together with controlled 
breast flap skiving eliminate 
unsightly heel sole 
| joint and prevent broken flaps. 
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! 
Controlled sole attaching 
pressure produces a smooth 
finished forepart bottom with 


any desired edge wrap. 


COMPO MAKES THE MACHINERY THAT MAKES THE BETTER SHOES 
COMPO SHOE MACHINERY CORPORATION, WALTHAM, MASS. 





Naugatuck PARACRIL 0ZO 


0ZO Sole 


istant nitrile rubber 





The oill-resistant, 


Conventional Sole 


6-year-old proves 
far outwears best competitive sole! 


A typically active young boy in a small Ohio town has 
added to the evidence of numerous laboratory and actual 
wear tests—shoe soles made of new PARACRIL 0Z0 outwear 
all others 3 to I! 

Two pairs of shoes were used in this test, each pair 
worn every other day to provide similar test conditions. The 
first pair, with good quality conventional soles, became 
unfit for use in a little over six weeks’ time. Yet the shoes 


Naugatuck Chemical 


with PARACRIL 0ZO soles—despite the kicks, scrapes, grinds, 
and special kind of abuse for which little boys are known 
—showed only a fraction of the wear. At the end of the test 
they were still good for months. 

Take a tip from the tot. Insist on PARACRIL OZO soles 
for the shoes you sell. It makes a major selling difference. 
To learn more about PARACRIL 0ZO, write the address 
below. Names of sole manufacturers on request. 





Division of United States Rubber Company Naugatuck, Connecticut 


135P Elm Street 


Ss 


Rubber Chemicals - Synthetic Rubber - Plastics - Agricultural Chemicals - Reclaimed Rubber - Latices - CANADA: Naugatuck Chemicals Division, Dominion Rubber Co., Ltd., Elmira, Ontaris - CABLE: Rubexport, W. ¥. 





by JOHN REILLY 


Editorial 





Lesson of a United Front 


S the second session of the 86th Congress gets under 

way, it is certain that labor legislation will be 

a most important part of its agenda. The possi- 

bility still remains that some kind of action will be taken 

to define the responsibilities of labor and management 

and the rights of the public in situations like the recently- 

settled paralyzing steel strike. With a second steel strike 

averted, pressures for a much-needed strengthening of 
the Taft-Hartley Act will not be as strong. 

The sentiment in Congress during the coming months, 
however, is difficult to predict. Organized labor is still 
smarting under the rebuff handed to it by the passage of 
the Landrum-Griffin anti-racketeering bill. Pressures by 
the labor lobby against any action to strengthen Taft 
Hartley will be great. 

Nineteen hundred and sixty is an election year and 
Congressmen will be more vulnerable to labor’s pressures 
than they were last fall. Labor, realizing that ’60 will be 
a year of decision, will be out to chalk up every possible 
victory large and small. 

One of their most immediate objectives is the extension 
of the provisions of the Fair Labor Standards Act to the 
retailing and service industries, and the increase of its 
minimum wage provisions from $1.00 to $1.25. This has 
been a popular and a perennial cause of labor. Since the 
passage of the original bill in 1938, it has met with con- 
siderable encouragement from Republican and Democratic 
administrations. 

There are two wage-hour bills before this Congress. 
They are S 1046, sponsored by Senator John Kennedy, 
Democrat, Massachusetts, and HR 4488, by Representative 
James Roosevelt of California. Both of these bills would 
extend the provisions of the Fair Labor Standards Act to 
retailing and the service industries and boost the minimum 
wage. Last fall the Senate Labor Committee held exten- 
sive hearings on S 1046. This bill may be reported favor- 
ably and come to the floor early in the session. It is given 
a good chance of passing if it does. 

The House Labor Standards Subcommittee is expected 
to hold public hearings soon on HR 4428. Leadership in 
the House has indicated that it is in no hurry to act on 
the extension. But the voice of labor demanding its pas- 
sage will be strong and clear. The voice of retailing 
protesting it should be equally strong and clear. 
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As it was in the last session, the strategy of labor 
appears to be one of separating large business from the 
small. Unfortunately too, manufacturers consider the ex- 
tension of wage-hour controls to retailing to be essentially 
the problem of the retailer. The united front of manu- 
facturers and retailers which business found so effective 
with anti-racketeering legislation is lacking in this battle. 
There is the further consideration that Congress, in an 
election year, may decide to give organized labor a token 
victory on wages and hours. 

Retailers are the shock troops in the battle against in- 
flation. Certainly they will be in a better position to resist 
rising costs and prices if wage-hour coverage can be re- 
stricted to those areas of industry for which it was 
originally intended. 

In the 1938 Act, retailing was specifically exempted on 
the grounds that it was purely a local function with 
problems peculiarly its own. The years which have passed 
since have not changed the situation. Differentials in hours 
of doing business and wages in various parts of the 
country and in types and sizes of stores would all be 
swept away should this legislation be passed. Hundreds 
of thousands of retailers would have their costs of doing 
business increased. They would be faced with the choice 
of lowering profit margins or increasing prices. Employ- 
ment practices would have to be changed. Fewer, if more 
skilled, employes would be required. Expansion plans 
would have to be subjected to closer scrutiny. 

Adequate minimum wage guarantees and work day 
stipulations are provided by local statute in states and 
cities where they are needed. This purely local function 
of retailing is the reason why it was excluded for the 
original act and why the labor lobby, in 22 years, has 
not been able to demonstrate any real need for placing it 
under wage-hour controls. 

The present onslaught is the most serious threat that 
retailing has faced. The atmosphere in Congress in this 
election year helps the labor forces and makes the job 
of retailers in impressing Congress with their views all 
the more difficult and necessary. Retailing must be heard 
and retailers should call on their manufacturing resources 
for active help in this important work. The lesson of the 
effectiveness of a united front learned last year must not 
be forgotten. 





Stocked in Black 
Hornback with Grey 
Conga Gems; Saimon 
Beige Hornback with 
Multicolored Gems; 
Fresh Ostrich Calf 
with Black Gems 


Not 


GARNET 

Stocked in Black Hornback 
with Grey Conga Gems; 
Salmon Beige Hornback 
with Multi-colored Gems 


overlayed, nor underlayed, these 
colorful GEMS of Leather are INlaid. 


Welded in place with cement, double 
needle stitched for double security. 


The color in these new Heydays are 


“SET” in like a diamond ring. 


A really different promotion for 


Early Spring - - AND ALL IN STOCK. 


EMERALD 

Stocked in Black Hornback 
with Grey Conga Gems; 
Salmon Beige Hornback 
with Multi-colored Gems; 
Fresh Ostrich with 

Black Gems 


AGATE 

Stocked in Black Hornback 
with Grey Conga Gems; 
Salmon Beige Hornback 
with Multi-colored Gems 


HEYDAYS SHOES INC. * 2032 LOCUST STREET 
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Prices - - same as usual. 
Material - - Calf as usual. 


* ST. LOUIS 3, MISSOURI 
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“We have had evidence of the under- 
lying stamina and resilience of the 
economy during a four months’ steel 
strike,” says A. D. H. KAPLAN, visit- 
ing professor of economics at Rollins 
College, “with its progressively widen- 
ing effects on other areas of produc- 
tion and distribution. The income and 
expenditure expectations of consumers 
still show a high carry-over of confi- 
dence that income in 1960 will be 


better than in 1959, The uncertainties 
in the minds of consumers are likely 
to be overcome by the force of spend- 
ing habits when business gets rolling 
again. The rise in general business 
activity, as inventories are restored 
and waiting orders are filled in the 
producers’ area, will have its counter- 
part in a build-up of demand for con- 
sumer durables in 1960. Increased 
payrolls will generate freer consumer 
spending in non-durables and _ ser- 
vices.” 
eS £ ¢ 

General merchandise and apparel 
spending in 1960 may very closely 
approximate the rate of consumer in- 
come, probably increasing four per 
cent to 4.5 per cent, was how MAL- 
COLM P. McNAIR, Lincoln Filene 
Professor of Retailing at Harvard Uni- 
versity viewed the business outlook 
for 1960. He pointed out that apparel, 
in recent months, has been staging a 
considerable comeback. A four per 
cent to 4.5 per cent increase is a rea- 
sonably conservative figure for the 
business of department stores, variety 


January 15, 1960 


chains, mail order chains and other 
general merchandise outlets. Earnings 
in retailing ought to be better in 1960 
than in 1959; but not nearly so much 
better as were 1959 results over 1958. 
* & 
“Oval toes or pointed toes? How much 
attention should the retailer pay to 
this?” asks WILLIAM BERMAN of 
Bendheim Shoes in Wilmington, Del. 
He continues: “Are  style-conscious 
women switching to the oval toes? 
Are they going to shy clear of pointed 
toes, fearing their style season is at 
an end? 
“Remember the difficulty we had in 
persuading women to try the single 
and double needles? At first they re- 
belled. Then they tried them—because 
they were style. They liked them—not 
only for style and smart appearance; 
but they liked the way they fit. 
“I give the pointed toe fashion picture 
about six more years. During this 
time, women will have the chance to 
ease into other shape toes if they 
want to. The market is now getting 
just enough ‘easing from the pointed 
toe’ to satisfy those ‘stand-pat’ shoe 
wearers who would never try anything 
new or different. 
“Listen to women talk about shoes. 
You will learn that the pointed toe 
wearers fully believe they will be in 


style for a good many seasons.” 
* & & 


“Any store with a special ‘gimmick’ 
has a better chance of success,” claims 
DON SIEGEL, manager of the Pea- 
cock Shoe Store in Milwaukee. “In 
our case, we specialize on narrow 
widths in good style women’s foot- 
wear. That is our ‘gimmick.’ By doing 
so, we have created and kept a very 
loyal following through the years. 

“The ‘gimmick’ grows more and more 
important in the independent shoe 
retailer’s battle for survival. Declin- 
ing downtown traffic places a premium 
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on each customer entering a store. 
Competition from other downtown re- 
tailers, plus the attraction of the shop- 





ping centers, provides the grimmest 
challenge the independent shoe dealer 
has ever faced. 

“Something is badly needed to revive 
traffic. Downtown shoe 
stores can’t exist unless their neigh- 
bors also prosper. If the downtown 
area gets more traffic, we will all do 
We've got to work 
closer than ever with other downtown 


downtown 


more volume. 
stores on traffic building projects.” 


* * * 


“Our business has improved and we 
look forward to a 5-10 per cent in- 
crease for spring,” says MARTIN 
GRUBER, vice-president of the Regal 
Shoe Company. “We try to operate 
our stores on a localized, highly per- 
sonalized basis rather than the chain 
store operation. We give our cus- 
tomers personal service. Not alone in 
careful fitting but in all services. We 
depend a great deal on our repeat 
business. 
“We try to localize our styling to the 
cities and areas where we operate. 
For instance, with some 37 stores in 
metropolitan New York, we have to 
cover the complete style range from 
Madison Avenue, Times Square to 
Harlem. Naturally, our styling reflects 
the particular locality. We try to 
merchandise a complete line of shoes 
. . the complete range from light- 
weight to brogues and Cordovans.” 
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THOMAS DUFFY, women’s shoe 
buyer for Spiegel’s, Chicago mail 
order firm, says: “Teenage shoes, 
sports types, little heels and casuals 
for all ages offer extensive plus busi- 
ness and growth possibilities for the 
women’s shoe business. 

“We also believe that the sandal busi- 
ness offers a tremendous potential. 
There has been resistance to the pres- 
ent toe types, as evidenced in the 
return of the Spring-o-lator, which 
dropped way down two years ago. 
This indicates that customers are look- 
ing for opened up types; and we an- 
ticipate that sandal business will go 
up sharply. 

“Mail order houses always do well 
with pastel colors; and we expect to 
continue to do so this year. Bone 
should be especially good and, with 
the late Easter, white should be even 
bigger than last year, which, for us, 
was excellent.” 


* * a 


HARRISON BILLET, marketing con- 
sultant for Endicott Johnson Corpora- 
tion, made an eight-week tour of 
Europe and reported: “The imported 
Italian-type, narrow, lightweight men’s 
shoe, which has gained a strong foot- 
hold in the American market in the 
past few years, will be largely sup- 
planted by similar shoes of American 
manufacture during the coming spring 
and summer seasons. 

“Since its creation in Italy several 
years ago, the narrow light shoe has 
been adopted all over the continent. 
This is true to lesser extent in the 
United States. The heaviest trend 
toward slim, lightweight shoes is in 
the larger cities but a trend toward 
this type of footwear is spreading 
everywhere across the country.” 

Mr. Billet said that while the higher 
priced imports of this type of shoe 
would continue in some demand in 
American stores, he felt that the popu- 
lar price American versions are better 
adapted to the domestic market. He 
continued: “We are producing shoes 
of this type that fit the American foot 
better and are better made than the 
popular price imported shoe. Thus, 
the imported shoe in this range will 
lose ground to the version with the 


built-in American know-how.” 
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Profile.... 


by ESTELLE G. ANDERSON 





IRVING LEONARD LEVINE 


6G E have quads and we have quints. We have six A’s up to 
twelve. We’ve got boots and shoes to give you front-line 
fashion and fit.” That, with a bit of improvisation may sound 
like something out of Gilbert and Sullivan. Actually, it is the theme and 
raison d’etre of the Mooney and Gilbert shop at 17 West 57th Street in 
New York City. 

In 1933, Peter Mooney and Daniel Gilbert decided to establish a retail 
shoe shop. They selected an excellent location . . . 57th Street, just west of 
Fifth Avenue ... a juncture for fashionable shopping that has become 
increasingly important over the years. The era of specialization was just 
beginning and Mooney and Gilbert chose to specialize in shoes for the 
woman with the long, slim foot. 

The year of the country-wide depression was not the most ideal time 
to start a business; but Mooney and Gilbert managed to survive and 
operate successfully. Women needed shoes that would do double duty, 
shoes that would look well and last longer. They shopped around until 
they found them, generally, at Mooney & Gilbert. For those women who 
couldn’t come to the shop on 57th Street, they had a modest catalog of 
the styles they carried. They sent this out twice a year. It resulted in an 
active mail order clientele that has been an important part of the business 
and has grown steadily, especially during the past ten years, due to the 
efforts, ingenuity and merchandising ability of Irving Leonard Levine. 

About five years after the Mooney & Gilbert shop opened, Irving Leonard 
Levine went to work there. He started as a salesman but didn’t stop there. 
He wasn’t afraid of hard work. Made himself generally useful. He pitched 
into the other phases of the business, especially the mail order end of it, 
which, at that time, was on a very minor scale. Within two years he was 
made manager. 

Altogether, he has spent twenty-two years at Mooney & Gilbert, managing 
it for ten years and as owner for the past ten. 

Prior to his association with Mooney & Gilbert, Irving Leonard had been 

(CONTINUED ON PAGE 62) 
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A dressy and highly individual spring and summer style is this 
four eyelet raglan blucher with Spanish woven leather apron and 
vamp. Styling highlights include the high riding tongue and the 
sweeping curve of the lace stay which overlays the mudguard at 


the vamp. A decorative stitch that follows its curved contour 
further defines the lace stay. The medium extensions break to a 
well-defined shank providing a sharp contrast to the styling effect N , 
of the woven vamp. Seen in fine grained Hawthorn brown, this ||} 
Pattern Portrait shoe is also available in black. Edwin Clapp & 

Son, Incorporated, is the manufacturer. - 


gi 08 


ya 








Sell Them WHITE... 


YY YY 7, Ups ishis 
, Vt Lh 
; “Uy af q j 


fii 


} 
lp, 
% " / 
/ 
/ 
yyy pty , 


Left to right: 

Textured leather for this spectator type 
in all-over white, on 19/8 stacked leather 
heel. Avonettes by Nova. 

One-eyelet unlined tie in white tex- 


HITE has become a winter fashion in clothes. 

Smartly dressed women started wearing “win- 

ter white” woolens in December. And the trend 
will carry right through into spring and summer with 
wool coats and suits, linen, cotton and silk dresses. 
Stripes and checks—so important in woolens and cottons 
and silks—will combine white with black and with colors 
to give the fresh and spring-like look to neutrals, pastels 
and brilliant colors. Cotton and silk prints on white 
grounds. White collars on navy blue costumes, white 
jewelry and gloves, white trims on dark hats and light- 
ened hosiery tints—all these add up to additional reasons 
for promoting white shoes early and long. 

Important among the white leathers for these shoes are 
the newly revived short nap suedes and the lusters. New- 
est among the lusters are the textured leathers with pearl- 
escent finish. The popularity of waxy finishes has led 
some shoe manufacturers to introduce this leather in 
their tailored shoes. All these finishes introduce a di- 
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tured leather trimmed with smooth tan, 
on 12/8 stacked heel. Easy Goers. 


Women’s style flat on new oval toe last 
and new 9/8 stacked heel, in soft waxed 
leather. Golo. 


versity and style interest in white leather shoes that keep 
pace with the diversity in white apparel for late winter 
and early spring. 

A wide range of types is an important part of the 
white shoe picture, too. As illustrated here, these include 
sports and sophisticated flats; a tailored spectator in a 
new interpretation; a very fine seamless classic pump; 
a high style, high heel strap pattern combining white 
with black patent leather, and a very open high heel 
sandal. There are, of course, many other interpretations 
of these types. Classic spectators belong in the 1960 style 
picture. So, too, do flat heel barefoot sandals, thongs 
preferred. And a white straw wedge heel sandal or mule 
would be a must among white shoes for summer. 

There are many possibilities in combinations of colors 
or black in white shoes. Beige combined with white, 
gray with white and, of course, brown, navy blue and 
black. The red, white and blue group was shown by some 
women’s style manufacturers in their spring lines. This 
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All-over white, white with touches of color or white as a sparkling accent on 
color—this is the way white will be worn in clothes, in accessories and in shoes. 


by ELEANOR M. RUTTY 


And Sell Them EARLY... 
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Seamless pump with folded topline in 
crushed luster leather, on double needle 
toe and 1744/8 heel. Adorés by Dori. 


High heel white suede strap shoe com- 


combination or white with blue or white with brilliant 
red has been liked by some apparel manufacturers. White 
with red and black instead of blue has been strikingly 
used in clothes, too. Everywhere there is the recognition 
of the value of white in giving a fresh look to colors of 
all shades. 

A year ago women wore white shoes—all-over white 
with dark costume colors. It was a high style trend seen 
in Italy previously. The effect was startling to conserva- 
tive eyes. Probably the same women are finding white 
tweed coats, white wool jersey dresses less startling as 
winter styles but still not at all what they are accustomed 
to. This year they may see some reason in white shoes 
to wear with these whites and pale beiges and whitened 
pastels. 

Whatever your type of customer and wherever your 
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bined with black patent leather. Note 
pearl buttons. Corduroy lining. La Piuma. 

“Grecian,” very open high heel sandal 
in smooth kidskin. Valentines. 


store may be, make up your mind now that white shoes 
should be promoted early and with conviction. The shoes 
are style-full and attractive. The year 1960 is the year 
to jump on the white band wagon. The whole women’s 
fashion market has prepared the way for a successful and 
long season for selling white shoes. 

Metropolitan department and specialty stores started 
advertising white apparel in November. One high style 
store advertised a white wool dress at that time. Another 
store featured a white faille shirtwaist dress. Both were 
designed for northern winter wear. A collection of white 
resort clothes advertised by one important New York 
store included everything from dresses to bathing suits, 
with separates an important feature. Prints with white 


grounds for resort wear were also shown early. 





Many New Leathers and 


THE AMALGAMATED LEATHER COMPANIES. 
“Tintoretta,” dyeable suede introduced some months ago 
is still big news, according to Ruth Kerr Fries, fashion 
director. Regular suede and calf-finished kidskins have 
been dyed for match or contrast. Red Plum, a new rosy 
red suede color, has been matched in smooth; new Brush- 
fire, a mahogany smooth kidskin color, matches Spice 
suede. In Ruffini some colors have been matched to smooth 
kid. 

There are eleven new colors in New Delhi, a highly 
glazed pearl luster leather. Shimmer, a finely textured 
pearlized leather, has been made in darker muted neutrals. 


Softee is in sweater colors. 


WILLIAM AMER COMPANY. Black glazed kid leather 
constitutes the greater part of this company’s production 
and is proving more popular than ever before in current 
orders, according to John B. Kane, company spokesman. 

Second to their black glazed kid is their King Kangaroo, 
now being made in white, red and blue, as well as black, 
in a special tannage for the dressier types of children’s 
shoes. 


ARMOUR LEATHER COMPANY. Two new 


for women’s shoes are Lustreskin and Textureskin, a fine 


leathers 


print. Delwan is suitable for flats and casuals. Also im- 
portant in many new fall colors are Beauskin with a 
glove-like finish and Kismet, according to Duke Miller, 
style and promotion director. Flora, is a new leather with 
a waxy, draggy finish. Bonnieskin will continue in 16 
featured colors. Poliskin, a waxy aniline, can be used in 
all-over shoes or to trim Bonnieskin. 

In men’s leathers, Armour has introduced many new 
fashion colors for fall. Two new printed leathers are 
Taurus Longrain and Taurus Scotchgrain. Kordotique, 
made especially for antiquing, promises to be a very big 
volume leather. Italio, extremely supple, is offered for 
country casuals, 


BREZNER DIVISION, Allied Kid Company. A trend 
toward the “London Look” and away from the Continental 
in men’s and boy’s styles is predicted by Helene O'Hara, 
director of Allied Kid Company’s fashion bureau. To 
complement the compound-color effect in apparel fabrics. 
Brezner offers color in both brushed and glove tannages. 

Tan tones range from Panama through Hot Rum to 
Tobacco Leaf. A true Camel is shown in glove leather 
along with Bone; Silver Sage, a greenish Bone; Vicuna 
and Gun Stock Brown. Gold as a major ready-to-wear 
color is slated to outdistance olive and Loden greens for 


boys for fall. 

COLONIAL TANNING COMPANY. Fall and winter 
lines for 1960 place emphasis on soft leathers and a variety 
of finishes in glowing autumn colors. Included are aniline, 
wax finishes, bright and dulled down surfaces, velvety 
naps, metallics and refined grains. Basic glove tannages 
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are Parade, Glissant and Parana with waxed and aniline 
surface. Touché, a light weight waxed leather, is a new 
addition to the aniline group. Sturdee is a new combina- 
tion tanned leather for men’s and boys’ footwear; also 
being sampled for women’s and misses’ handsewn shoes. 

The pearlized look has a definite future in the increas. 
ingly popular mules and slings for early fall and as a 
trim on dull surfaces. Colbuk and Silka buffed surfaces 
continue in new colors. Zanzibar, in the pig category, is 
the new pattern in textured Colbuk for sports, casuals 
and flats. There are lighter weight napped leathers for 
resort types, “little heels” and dressy pumps. Colidor, a 
fine sueded leather, is being made in Scotchgard Leather 
Protector finish or regular Colidoe finish. 

Luxury Black Patent leather, non-crack, shows increased 
demand, according to Jane Wheeler, fashion director. 


JOHN R. EVANS & COMPANY. 


shrunken aniline leather, is the biggest news for fall, fol- 


Glacé Brogandi. 
lowing its tremendous success for spring and summer 
1960, according to Joseph Macpherson, company spokes- 
man. 

In the new fall colors, the best acceptance is expected 
for Smoke Screen, Cobbler’s Tan, Nutwood, Olive and 
Slate Gray. Flight Blue and Red Cherry will continue 
very much in demand. Black is expected to be tremendous. 
Briar, Hawthorne and Royal Oak are new colors in men’s 
plump weight leathers. 


A. F. GALLUN & SONS CORPORATION. Color news 
in smooth calf is Burnt Brown and a promotional rich 
brown red. Browns for fall are more distinctive, according 
to Emily Bryant, fashion director. Town Brown is rated 
top seller after black. Reds include Cordovan; Red Cherry 


for the red purple tones in tweed mixtures; Scarlet, a 


“must.” Flight is a year “round color. Greened tones are 
Four Seasons, a putty shade, and Olive Green. 

In Strato Calf, a glove tannage in both lined and un- 
lined weights, Spanish Rust is new. New in this leather 
are Scarlet, Boutique, green bark tone, and Pine Cone. 
Textured Honeycomb, now a classic, is in basic colors. 


GENERAL SPLIT CORPORATION. Split leathers 
tanned to be used on either side in boots and casual shoes 
was news with this tanner. The leather is made with an 
antique finish. Leading colors include Smoke Screen; a 
lighter beige; and Black Olive and Loden Green, the two 
“most interesting,” according to a company spokesman. 
Brand new is a no-cracking finish in black and white. 


HAUS OF KRAUSE. Colors are the same in the two 
Pigmillion unlined Pigskins, Plush and Pigtail. All are 
available with Scotchgard finish. The five new colors 
are Goldbrick, back-to-school color for early fall; Shadow 
Mauve; Desert Date; Peace Pipe; River Bed, a real 
neutral brown. 
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Colors Offered for Fall 


All the browns are influenced by gold, according to 
Sylvie Hamilton Gallagher, fashion director. Among the 
10 repeated colors to be found on every order are 
Maverick, a volume brown; Pale Face and Western Sky, 
both volume; and Gila Green. With one exception, Shadow 
Mauve, all the new colors had been sampled just prior to 
the Leather Show. 


HORWEEN LEATHER COMPANY. Black Green is a 
new color for men’s shoes at this tannery. And more dark 
Cherry in two shades is being bought, showing the usual 
strong trend to dark shades in these leathers, according 
to F. N. Tansen, company spokesman. Proving very popu- 
lar are horse strips, heavy enough for unlined casuals for 
men and women. 


Ek. HUBSCHMAN & SONS, INC. Six “Winter Neutrals” 
are offered by this tanner, starting with White Tiger, the 
palest beige; beige Mushroom; Snuff for promotion; 
Dear Brown, a gray brown; Bankers Gray and Molasses, 
the darkest neutral brown. The browns divide into brassy, 
red and golden browns, with the red browns assuming 
more fashion importance, according to Jean Olds, fashion 
director. Pottery, Benedictine and Briarwood comprise 
this group. 

Four reds are included: Cherry with new fashion im- 
portance; Dragon Red, a garnet tone; Beetroot. Tartan 
is the continued green and Flight continues. The three 
black tannages are Dimension, matte and regular smooth 
calfskin. Black, Flight, Basque and Tabac are the most 
important in the unlined leather with white back. Luster 
colors are Snuff, Deep Amber, bronze and Bankers Gray. 


IRVING TANNING COMPANY. Highlight colors for 
fall include Curry; Kumquat; Grappa. Purple Cow is a 
rich black purple designed for young sports shoes and 
also considered for novelty dress shoes, according to Julie 
Dane, fashion coordinator. 

Gray Matter, dark slate, is offered as a basic color. 
Willow, a yellowed gray, may become a basic shade. 
Caribe, orange with burnt umbre shading. is for chil- 
dren’s shoes. 

New tannages include soft Empizo; Vicuna; Emperor, 
an aniline, soft, waxed, hand-boarded leather. Feather 
Leather, still tops, VIP and Onyx are two new men’s 
colors. Velverina is a new special process that puts a 
design on suede; not a print. Red purple and gray brown 
tones and more softer leathers are the big news for fall. 


A. C. LAWRENCE LEATHER COMPANY. New leath- 
ers include Gadabout, Teeko a new unlined weight; a new 
finish on patent leather; Two-Step. Gadabout calf is a 
mellow, tightly boarded leather for unlined shoes, in- 
troduced in a new browned red called Agate; also fea- 
tured in Wild Honey and Espresso Brown. 
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Teeko is a new aniline, polished waxy type of finish 
borrowed from the men and highlighted for walking 
shoes, according to Dorothy Anderson, fashion director. 
It is in four colors: Wood Brown, Winter Pine, Oak Leaf 
and Maple Syrup. The new unlined weight added to the 
Finessa line emphasizes Cobblers Tan as volume choice. 
Devon Calf, perennial classic, stresses the importance of 
Fashion Brown, next to black. 

Super Black Diamond Patent Leather is shown as a 
year-around leather with a new finish not affected by 
climatic changes. Two-Step is a new finely textured 
Gabretta, feather-light for little heel shoes and presented 
in a full range of fashion colors and black. A lustered kip, 
Pearl-tone, features Antique Gold, Bronze and Cut Steel 
as volume colors. Casbah and Amadora are important 
grain leathers in the Lawrence line. Shoe linings are 
suggested to blend or contrast with the various shoe 
leathers. Glide is a supple, sleek, waxy lining for more 
casual shoes. Suede sock linings are suggested for unlined 
shoes. An imaginative group of colors and patterns are 
offered for boots and slippers. 


G. LEVOR & COMPANY, INC. Vorella is a new quality 
of velvety nap non-crock suede offered in a range of 
fashion colors with special emphasis on the brown family: 
Brown in ready-to-wear of every type is extremely im- 
portant, according to Billie Howard Frankel, fashion 
director. 

A group of bright Vorella colors for cocktail shoes 
were proving very popular, especially the orange-red 
Bittersweet shade. Most of the Vorella colors are also 
being offered in Flexy crushed kid, in both lined and 
unlined weights. Flexy colors are repeated in Cosmic Kid. 
a boarded kid. Very soft, smooth gold and silver lamé are 
being made pleated and draped late day dressy shoes and 
coordinated handbags. Glazed finishes are highly success- 
ful. 


OHIO LEATHER COMPANY. Plushy Calf, a reversible 
leather for unlined shoes, is big news with this tanner. 
Included in the group of soft, mellow leathers in unlined 


weights are Luxura, and Matinee. An addition to the 
polished smooth calfskins is Candlelight Calf, being made 
in black and a comprehensive range of colors, some of 
them designed for transition shoes. A gold-silver color, 
Silver Blond, is proving very successful, according to 


Naomi Sloan, fashion director. 

Three new colors have been introduced in polished 
calfskin: Meadow Brown for both fashion and volume; 
Smoked Stone, with a fumed look, and Burnt Sienna, both 
promotion colors. 

FRED RUEPING LEATHER COMPANY. New for 
women’s tailored and dressy shoes are Zephyr Weight 


Kips. Cherokee, in women’s weights, is a hand-rubbed, 
(CONTINUED ON PAGE 68) 
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MAKE EXTRA MONEY Tri 3 
FROM EVERY CUSTOMER 7 : 


OCKS 


B-75 Stretch Nylon foot sock. Run resist 
seamless, foam rubber non-slip heel, fits all 
sizes from 842 to 11. Neutral shade. 
Shipped 3 doz. units in self-sell 

display $3.75 per dozen. 49¢ retail. 

B-70 Same as B75, without heel 

pad, $3.75 per dozen, 

49¢ retail. 


STRETCH SOCKS for the whole family! A complete 
sock department with styles and prices to catch every 
eye. Self merchandiser free with 30 doz. order. See 
catalog. 


DISPLAY UNIT for B-75 
and B-70. Three 

dozen shipped in 
self-display unit. Each 
pair in attractive 
plastic tube. 














' 


STRETCH TIGHTS for toddlers, children and misses. 
Cable, or plain knit. Display rack free with 12 doz. 
order. See catalog. 


FREE TRIMFIT, DEPT. $1, Empire State Bldg., N. Y. 1 
TRIMFIT ‘ C SEND FREE CATALOG 
CATALOG Msimadih Ceeieliiviaaamos’) [] SEND SALESMAN 


Just Mail Store Name 
Coupon Address 
Today! City State 


TRIMFIT HOSIERY MILLS Empire State Bidg., New York 1, N.Y. ¢ Los Angeles, 1047 S. Grand Ave. « Offices also in Chicago, Dallas, Phila., Boston, Toronto 
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“Thibet,” blue velvet evening pump richly heel and “Ellipse” toe. By Roger Vivier 
embroidered in sapphire and gold. New for Christian Dior. 


Paris 


by LYSIA HARIVEL 


Paris Correspondent 


Shows Diversity of Types 


Characteristics of French Winter Collections are elongated 


vamps accentuated by uses of color and trimming treatments. 


HE long long look continues strong 

in high style French shoes. Roger 

Vivier, designer of the Christian 
Dior shoes, has designed a new elongated toe character 
he calls “Ellipse.” Laure, always in advance of the others, 
has introduced a new toe that he calls “Fusee,” literally 
“rocket” or “barrel.” Treatments of various kinds, stitch- 
ings and use of contrasting leathers on the vamp, accen- 
tuate the long look. 

Ornamentation often stands out from the shoe in a 
relief treatment. For evening there is embroidery with 
pearls and colored stones, covering the entire shoe, even 
the heel. Satin, velvet, gold brocade and lace are the 
favorite materials for a closed toe evening shoe. 

Colors for daytime are very quiet: gray, dark brown, 
hazelnut brown, tree bark green, ash gray. Colors for 
afternoon shoes are darker: lead gray, chestnut, mahog- 
any, grayed green and grayed blue. Two-tone combina- 
tions have come back, like the Laure shoe illustrated. 

(CONTINUED ON PAGE 50) 
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“Zurich,” afternoon walking shoe in mink brown 
kid, the draped band held by a gold buckle. 
By Durer. 


“Givre,” town boot in neutral greige, combining 


finely grained calf and suede. By Durer. 





Report on the Russian Shoe Industry: 


by WILLIAM A. ROSSI 


Organized Research Is More 
Extensive Than in the U. S. 


There are two research institutes with highly ambitious goals but much of 
the research is theoretical and academic. Red tape discourages invention. 


HE shoe and leather 
industry has set up two scien- 
tific 

Moscow is the Central Research Insti- 

tute of the Footwear 

Industries, and another is located in 


the Ukraine (Ukrainian Research In- 


Russian 


research institutes. In 


Leather and 


stitute). 

Both are quite extensive in staffs, 
facilities and projects. For example, 
the Institute in Moscow employs 260 
full-time workers, including five pro- 
fessors and 135 “engineers” (shoe 
and leather technicians and special- 
ists). 

In the U. 
have is the Tanners Council Research 
Department at the University of Cin- 
cinnati, where the staff and physical 


quite 


S. the closest parallel we 


facilities are 
small, though the projects undertaken 
have been highly productive. 


On the other hand, the U. S. 


industry has no organized research 


comparatively 


shoe 


program or facilities and staff spon- 
sored by any trade association or on 
an industry-wide sponsorship. A hand- 
ful of the larger shoe manufacturers 
the 


some of 


sense of 
product-testing, the 
major suppliers, especially the shoe 


conduct research in 


while 


machinery firms, conduct their own 
research programs. 

In Russia, the two shoe and leather 
research institutes are working on a 
wide variety of projects: development 
of tanning materials, new shoe ma- 
chines, improved shoe cements, de- 
velopment of substitute materials for 
uppers and soles, wear tests, etc. 

An important activity of the re- 
search institutes is to set up the 


official standards (called the GOS-DIN 
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Stitching room, clean and well lighted. Compartment running overhead, 
above fluorescent lights, is an automatic dryer through which mulled 


shoes pass. 


standards) for shoe and_ leather 
manufacture. That is, all machinery, 
production techniques and _ general 
operational procedures operate by the 
“book of which is _pre- 


pared by the research institutes. 


standards” 


If problems or differences of opinion 
arise from the shoe or leather fac- 
tories, these are presented to the Insti- 
tute for arbitration. Decisions of the 
Institute are final. This is one im- 
portant reason why there is a “uni- 
formity” of such rigid degree in the 
Russian shoe and leather industry. 
Individual 
have very little latitude to express and 
test new ideas, or to use initiative on 


factories or technicians 


impulse. Everything must be pretty 
much funneled through the central 
clearing house. This not only involves 
red tape but discourages invention. 


The research institutes have highly 
ambitious goals, such as planning for 
automation. However, qualified ob- 
servers note that the actual results of 
this feverish research activity fall far 
short of targets. Much of the research 
is reported to be theoretical, the meth- 
ods academic. Nevertheless, apprais- 
ing it pro and con, good progress is 
being made if only by virtue of the 
effort on this 


mass and concerted 


research. 


The “Engineers” 

Everywhere in Russia there is a 
craze about “technology.” The term 
and idea is embraced by all—from 
factory director to sales clerk, from 
fashion designer to the man on the 
street. For it is by “technology” that 
(CONTINUED ON PAGE 50) 
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the dream shoe-come-true — } 
pastel velvet, practical at last in DU! x 


David Evins’ unspoiled darlings show what happens when velvet's 

with the unmatched practicality of Du Pont nylon. (Imagine, touch-up cleaning With soap and water!) 
We see any one of these shoes following the Gulf Stream south, meeting April in Parts, returning to 
town where — with the right suit, the right man at your side —it continues t6 radiate its own kind of — 
day-into-evening enchantment. Pink, oyster, blue, lilac, yellow, cobbler tan, $94.96. Matching handbags 
also in the same wonderful velvet of Du Pont nylon. All available at Ned -Marcus. 


= 
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Du Pont mehen fibers, dows not make the febric or shoes shown here, Enjoy THE OU PONT SHOW WITH JUNE ALLYSON, Monday Nighte-1090 E.ST.-CBS-TV 


reduced from full page, 4 color ad, January VOGUE 


EVIN has created a magnificent collec 
tion of Resort and Spring shoes NyloVel® is the 100% Nylon Velvet created by 

in the new, soft-tones of NyloVel. These beauti- MARTIN — 

ful shoes are dramatically and colorfully featured most honored name for rich velvets. 
by DuPONT in January VOGUE. 
Neiman-Marcus, I. Miller, I. Magnin, Kaufmann’s, 
and other preeminent stores will have extensive 
promotions on these NyloVel creations. Have 

ome ae >) 

ea ae ie ye ae -toned ee slbaseci! FABRICS CORPORATION 
ts luxury and durability appeal to everyone! 48 West 38th Street, New York 18, N.Y. 
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Men and Their Shoes 


MERICAN men’s shoes and their appearance have a 
more central role in men’s wardrobes than they 
do in almost any country. Even in England, 

traditionally the headquarters of elegance in men’s cloth- 
ing and of Saville Row tailoring, there is much less 
interest in men’s shoes. In England, the bootblack who 
shines shoes in an office building or who occupies a 
small stall in the business district is an unknown figure. 
Anything like the great number of men’s shoe polishes 
which compete for a share of the market here are almost 
unknown in England. In the United States, it is a mean- 
ingful symbol for a man to have his shoes shined, but 
this is rot at all so true in other countries. 

How powerful the symbol is can be clearly seen in the 
lyrics and dance routine made famous in “The Band- 
wagon” by Fred Astaire, in “A Shine on Your Shoes.” 
Like a number of other popular songs, these lyrics em- 
phasize the uplifting effect of having a pair of shoes 
neatly shined. 

The men interviewed in our study were not as voluble 
or interested in the subject of shoes as were women. 
Still, they had a good deal to say about them. Shoes 
are especially important to men because men do not 
have as many vehicles for self expression as do women 
in terms of their clothing. Therefore, men are likely 
to have varying degrees of awareness of what they are 
communicating about themselves by the shoes they are 
wearing. The more clothing conscious they are, the more 
aware are they likely to be of shoes. 

A man’s shoes are important to him because it is 
widely believed by many men that they can tell the 
quality of a man’s shoes by their appearance. Since 
they usually equate price with quality, this implies that 
many men believe they can tell how much a pair of 
shoes costs by its appearance. 

Probably related to this impression that you can tell 
what a pair of shoes costs by how it looks is the remark- 
able extent to which men will go outside of their nor- 
mal clothing price range in order to spend “a little more” 
for a pair of shoes. Thus, a man who buys a $40.00 
winter suit will spend $15 or $18 for a pair of shoes 
and not think it an extravagant expenditure, even though 
it is disproportionately high. 


Some Qualities of Shoes 


Most men interviewed believed that there is a direct 
correlation between the heaviness of shoes and their de- 
sirability. A Milwaukee brewery employe said, “Some- 
how, I just can’t believe that those skinny-soled and light 
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by DR. CHARLES WINICK 

looking shoes can really be worn by a man.” Subsequent 
prodding disclosed that the respondent had developed 
these ideas during adolescence, as a result of the shoes 
available to him and popular among his friends at that 
time. It is possible that adolescent boys prefer heavy ~ 
shoes because they see the heaviness as a symbol of man- 
hood. Some practical objections to these heavy shoes 
were voiced by one teenage New Jersey girl who said, 
“I don’t like to dance with boys who wear heavy shoes, 
because when they step on my toes it hurts.” Judging 
from what male teenagers told us, there has been rela- 
tively little trickling down of the popularity of lighter 
adult men’s shoes to teenagers. 


Heaviness 


Even to many older men, there is still a considerable 
connection between the heaviness of a shoe and its qual- 
ity. Even though many of our respondents liked light- 
weight summer shoes, they did not wear them because 
they assumed that they were somehow unsubstantial and 
not really able to protect their feet. One reason for the 
relatively slow dwindling of interest in heavy shoes is 
the completely irrational feeling that many men have 
about their feet being fragile and thus requiring con- 
siderable protection by a strong shoe. How much this 
is a matter of style preference can be seen by the number 
of men who will wear a moccasin quite happily without 
realizing it is light weight. The same men might have 
qualms about wearing a mesh or aerated shoe because it 
is light weight. For men as for women, mesh or aerated 
shoes have connotations of old people. 

Up to fairly recent years, the workmanship and quality 
of the leather in men’s shoes were emphasized by retail- 
ers and manufacturers and they rubbed off on consumers. 
In the last decade, style has become more of a factor. Men 
are becoming more aware of style, even though they may 
have difficulty in developing a vocabulary to talk about it. 

About half the men interviewed regarded the comfort 
of their shoes as the most important quality. Style was 
most important to approximately one fourth of the men, 
which was a surprisingly high proportion. How well the 
shoe will wear was mentioned by perhaps one fourth of 
the subjects as the central dimension. Price was hardly 
mentioned at all, probably because the price of shoes is 
taken for granted and it is assumed that “You get what 
you pay for.” This suggests the extent to which men are 
ready to “trade up” in their shoe purchases. 

The leather of which the shoe was made was another 
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Motivation 





Shoes are especially important to men because they do not have 
as many vehicles for self expression as women do. The more clothes 
conscious they are, the more likely they are to be aware of shoes. 





There are still men who like the light look in clothes but have a 
strong attachment for a heavy shoe. They wear a heavy cordovan 
shoe with a cotton cord suit in July. 


quality often mentioned. The smell and appearance of 
the leather represented a positive asset of shoes and 
the shoe store. Men have the impression that leather is 
a relatively luxurious kind of material, which has a kind 
of permanence and quality which contrasts sharply with 
the growing use of artificial fabrics in other clothing. 


Social Factors 


Men are spending more time at home, as the work 
week becomes shorter and shorter. As one result of this 
increase in men’s leisure time, they are wearing more 
relaxed clothing and shoes. There is a slow but growing 
awareness among men that different shoes are appropri- 
ate for specific occasions and for specific leisure activities. 

Among the social factors that have affected men’s shoes 
are the cleaner work conditions in the modern factory. 
The automated factory is the most extensive manifesta- 
tion of this trend. This type of factory has made the 
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special high laced work shoe less of a necessity for a 
great many work situations. The heavy work shoe is 
gradually being confined to occupations like construction, 
mining, and farm work. Even in farm work, newer pro- 
cedures are making the heavy shoe less useful. Another 
important social factor is the rise in popularity of in- 
formal clothing which can be worn to work by men. The 
growing popularity of various kinds of sports clothes in 
work situations has led to a corresponding increase in 
sports shoes worn to work. 

There are other instances in which changes in the style 
of men’s shoes have mirrored social events. Some author- 
ities feel that the rugged Bold Look in men’s shoes of 
1948, with their heavy soles and two-tone effects, was 
partially due to men’s desire to express their anti-Com- 
munist attitude and feelings during this period of grow- 
ing awareness of the “Iron Curtain.” Because they 

(CONTINUED ON PAGE 54) 
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SALES TRAINING SERIES 





Suggestion Selling 








Part II 


Customers are known to be more receptive when the store is busy. If the customer is 
in a buying mood, the salesperson can influence the sale of any number of shoes. 


NLY a well-trained, capable salesman can under- 
stand the importance of the extra sale (sugges- 
tion selling). He will make it his business to be 
successful at it. He already knows that the additional 
business, whether obtained through the sale of extra pairs 
or of higher priced footwear, can make the difference 
between profit and loss. A good salesperson is never con- 
tent to sell only what the customer originally asks for. 
Originality, quick thinking, and the right attitude can be 
important factors in ringing up a larger transaction. 
Suggestion selling can be done in all types of stores, 
whether busy or not—whether the salesman is waiting on 
one or three customers at a time. The normal procedure 
for doubling up in shoe stores makes this possible. Cus- 
tomers are usually being waited on in different stages of 
the sale. After a shoe is tried on, the salesperson can 
shift from one customer to another without seeming to 





Part I of Suggestion Selling appeared in the September 15 issue. 
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by SEYMOUR HELFANT 

Manager, Smaller Stores Division, N.R.M.A. 
ignore any one. While one customer walks around the 
store to get the feel of the shoes, it is possible to take 
care of several other customers and still give good service. 
When the store is busy is also a good time to suggest 
additional footwear. Customers are known to be more 
receptive when the store is busy. But attentiveness and 
courtesy are important in a busy store. If the customer 
is in a buying mood, the salesperson can influence the 
sale of any number of shoes. He need only remember 
that suggestions are the reason for multiple sales. Also 
that the procedure must be as automatic as writing up 

the salesbook. 

There are a number of different types of suggestions. 

Each must be handled according to the situation. 
1. Suggestions for additional pairs of shoes. During 
(CONTINUED ON PAGE 58) 
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Now, Pigmillion Pigskin 
goes to your market 
at less cost than ever 


... Treated with SCOTCHGARD* Leather Protector! 
Available in any quantity! In all colors! 


*Registered T.M, of 3M Co. 


HAUS OF KRAUSE, ROCKFORD, MICHIGAN 








Look, Mom-—all by myself! 





NEW! Childs Play boots 


little tots can put on themselves 


Sure to score a hit with busy mothers and teachers! New WIDEST 
CHILDS PLAYstormy weather boots by B.F. Goodrich TOP OPENING EVER, 
and Hood end on-again, off-again chores with a one-zip a CRs Ss Sees ews 


zipper fastener from top to toe. They’re a natural for 
ONE-ZIP ZIPPER— 


extra sales and fast profits in the all-important children’s TOP TO TOE! 


market! Made of waterproof rubber. Colors, Red or 

Brown—in a full range of juvenile sizes. Strong national SNUG 
advertising backs you all the way. Ask your BFG or FLEECE LINING— 
Hood salesman about new CHILDS PLAY boots today! re 


FOR FULL INFORMATION, CONTACT: Another first, in footwear exclusive with 
B.F. GOODRICH FOOTWEAR PRODUCTS OR HOOD FOOTWEAR PRODUCTS 


WATERTOWN 72, MASSACHUSETTS B.EGoodrich and Hood 
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News «Retail Trade 





St. Louis Sellers Report 
59 Increases of 3 to 6% 


THE YEAR just passed meant 
increases in pairage and in dollar 
sales for most St. Louis dealers. If 
the fourth quarter had not leveled 
off, 1959 could have been a boom 
shoe year. As it turned out, totals 
were up, on the average, only three 
to six per cent. Some chain outlets 
bettered this. Many neighborhood 
stores fell below. All dealers, how- 
ever, are going into 1960 optimisti- 
cally. 

Clearances now hold the spotlight 
in retail shoe selling. Sales running 
at present were preceded by what 
amounted to clearances during De- 
cember. 

Inventories are admittedly high 
in certain categories. Children’s 
shoes are in the best position, 
thanks to steady pre-holiday selling. 
“December was wretched”, most 
shoe retailers say. Traffic was un- 
accountably slow except on a very 
few days. Slipper business was 
spotty, but women’s gold-touched 
velvet pairs had an exceptionally 
good run. 

Retailers are now giving top at- 
tention to getting their inventories 
in line for spring. Women’s dealers 
are attempting to clear large num- 
bers of pairs at customer savings 
of 15 or 20 per cent. From clearance 
groups, the plain black calf pumps 
with needle toes and 23/8 heels 
went first and are currently in short 
supply. Inventories of women’s 
suedes are listed as “sneaky”, high 
in one store, low next door. Teens 
brushed casuals and smooth glove 
leather dressy flats are moving well 
at reduced prices. 


1959 Seen Only 3% 
Over °58 at Boston 


MOST Boston shoe stores closed 
their books on 1959 with smaller in- 
creases than those which had been 
predicted. Early in the fall 10 per 
cent was seen as the magic figure. 
Later this was reduced. The end re- 
sult now appears to have been about 
three per cent, perhaps four in the 
case of a few stores. 

Especially popular recently have 
been the _ over-the-stocking boot 
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types.. Housewives have bought this 
type for several years to wear when 
shopping, Secretaries add them to 
their footwear wardrobes for wear 
to their offices, changing to shoes 
when they get to work. This year, 
these boots have been promoted 
heavily at a wide range of prices. 
They proved to be the bright note 
in an otherwise quiet season. 

While some of the so-called “Janu- 
ary sales” were under way during 
the week after Christmas, most of 
them were planned for a later date. 
During January retailers planned to 
clear their stock of broken sizes in 
more or less staple styles. Others, 
specializing in high style merchan- 
dise, were expected to offer a wider 
size range. 


Post-Christmas Volume 
Grows in Chicago 

INCREASED activity in sales of 
spring shoes gradually begins to take 
over in Chicago shoe stores and de- 
partments. However, the traditional 
clearance and sales patterns have 
dominated from the last week of De- 
cember and _ will continue well 
through January. The year-end and 
January sales period has become one 
of the most active of the year in 
this area. 

The post-Christmas week particu- 


larly finds the stores crowded and 
sales extremely good. This period 
has become so important that promo- 
tions are not devoted solely to clear- 
ance merchandise. A number of 
stores find it profitable to include 
special purchase price promotional 
shoes during this period. 

As the clearance activity levels off, 
sales of new spring shoes accelerate. 
Patents, which were strong early in 
December selling, continue in heavy 
demand. Patent pumps will probably 
account for major early spring vol- 
ume, with some activity in sandals 
and other open types. Black and blue 
calf in pumps and a few open types 
have retained their selling strength. 
Red is spotty, but shows surprising 
strength in some style salons. Sales 
of shoes for cruise and southern 
wear have been better than usual, 
indicating good strength for whites, 
and pastels, as well as bright colors 
in the luster calfs. One surprising 
note has been the rather strong in- 
terest for this time of the year in 
black nylon mesh. 

Results of clearance sales are ex- 
pected to leave inventories in a 
healthy condition. This makes it 
possible for retailers to bring in a 
few light and open type shoes for 
extra promotion in addition to regu- 
lar spring shoes. Valentine Day, 

(CONTINUED ON PAGE 64) 





This exclusive moulded sole shoe is not onty tashionable, but wearable te the extreme — as it 


comes in a variety of heel heights and shapes. Soft, sof glove suede vamp — smooth as honey on bottom as 


well as on top... its moulded sole gently caressing the foot ....a triumph of shoe making 


Wondertul? Wau till you try them in lush resort pastels sun yellow, passion violet, soft bive, sea coral, 


chocolate brown. bone. white with contrasting and blending mouided sotes Part of 
the JM flair for presenting the excitement of the moment, 16.95. RENDEZVOUS ROOM, STREET FLOOR 


tiles, 


in aecemnonminateniin: 


A high score for both visual interest and copy is achieved in this ad by Jordan 
Marsh. White on a grey field highlights the sole treatments and the "sole of 
fashion is moulded" line is tops. Miami (eight columns). 
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THE WT 
BOX TOE AND LINING 
TRIMMING MACHINE 
MODEL C 


Prepares men’s, women’s and children’s shoes 
for flat toe lasting 


® PREFORMS THE TOES 


® TRIMS LOOSE LINED, COMBINED LINED 
AND UNLINED SHOES UNIFORMLY 


® PRODUCES IDEAL CONDITIONS FOR 
FLATTER BOTTOMS AND SHARPER 


[ SERVICE } 
FEATHER LINES BMC | 
cum 


wJJnited SHOE MACHINERY CORPORATION 


Boston, Massachusetts 
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Manutacturing News 





New England 


THE BEGINNING of the new year found most New England 
manufacturers of women’s novelty shoes with what were de- 
scribed as “comfortable backlogs.” 

Factory activity was stepped up and the spring run began 
in earnest. It was obvious, executives said, that retailers had 
decided there was no point in holding off any longer; that 
they might need new styles for early spring selling despite 
the late date of Easter. 

Companies making the more staple styles and branded 
lines have been in this comfortable condition since early in 
December. Manufacturers comment that retailers with good 
credit rating placed orders even before that time and that 
requests for delivery by February 1 were not uncommon. 

If current cutting is any indication, these retailers are feel- 
ing their way insofar as colors are concerned. They have 
specified black in both patent and smooth leathers, bone and 
some white. The leading pattern, as had been expected, is the 
pump; and the stacked heel for street wear shows signs of 
being even more popular than it was during the fall. Lower 
heel heights seem to be gaining for every-day wear. 

Manufacturers of men’s high grade slippers have completed 
one of the best seasons they have had for several years. Typi- 
cal is the experience of one who found his in-stock depart- 
ment almost completely out of his best selling styles by the 
end of the Christmas season. 


St. Louis 


Sr. LOUIS producers report brisk activity at the factory 
level. With some shipments scheduled for January and early 
February delivery, plants are working a full work week. 

The hide market fluctuations and the possibility of price 
reductions on shoes at wholesale have been dropped locally 
as conversational “firsts.” Except for limited and announced 
reductions on unbranded shoes, prices will be maintained at 
their set marks. 

Retailers, especially the medium-sized accounts which 
dallied on the placement of spring orders, have now come 
through, St. Louis manufacturers say. Many of the late 
orders written are showing a surprising size volume. To the 
shoe manufacturers who sat back and waited patiently for 
the retailer “to make up his mind,” the added volume means 
only one thing—that dealers are facing the spring season of 
1960 with anticipation of moving a considerably larger num- 
ber of pairs than they did last year. 

St. Louis producers feel that nationally speaking inven- 
tories are in good shape. A few sections of the country are 
experiencing lag, especially in areas where the steel strike 
was most seriously felt. Good weather in other sections has 
cut down retail selling of stormwear. December at retail was 
profitable for every business except shoes, it appears. In 
spite of these detracting factors, however, manufacturers re- 
port that the bulk of their dealers are going into spring with 
inventory balance in fair shape, or better. 

Women’s makers express some concern over order pace. 
There was no joy in the slackness of re-orders and fill-ins 
prevalent for the last six weeks. Order volume on spring pairs 
has also been slower than several houses anticipated, con- 
sidering the strong commitments retailers made as early as 
October. In contrast, manufacturers of juvenile footwear 
report that sales are running ahead of this time last year, 
despite spotty orders written at the National Shoe Fair. 
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Los Angeles 


PRODUCTION of shoes in Southern California is nearly at a 
standstill. Only a few orders remain to be shipped; inven- 
tory time is here. For some instock firms this generally means 
a schedule of twenty-four hours a day for a long week to 
complete their survey. Raw materials, partially finished foot- 
wear and completed pairs, must be noted as to size, shape, 
color and quantity. In the meantime a few shipments are 
being made of completed merchandise. 

Union houses are taking advantage of the slow period to 
give workers a vacation. Many of the smaller firms are clos- 
ing down completely for this period, keeping only a skeleton 
crew to make necessary repairs to machinery and give the 
maintenance crew time to do a more thorough job of cleanup. 

Production, according to some executives, should soon be 
back in swing. Those making resort wear expect to be in the 
thick of their winter resort season. The trend to more and 
more winter vacations has given a tremendous boost to this 
type of footwear. The manufacture of dress shoes to fill early 
spring orders promised for March is expected to get under 
way about the same time. 


New York State 


SHOE manufacturers in upstate New York are entering 
the new year with considerable optimism but with few illu- 
sions. Having completed a year that was full of surprises, 
both good and bad, representative companies look for con- 
tinued gains in sales and hope to get a firmer grip on profits. 

While factory sales were substantial almost everywhere 
last year, adjustments to rising costs and erratic leather prices 
resulted in varying net profits for producers. 

This was reflected in bonuses paid employes at the year 
end. Some small manufacturers paid record bonuses while 
larger companies paid little or nothing. 

Production was irregular in December—with some slacken- 
ing of activity in women’s lines. Factories reported strong 
pressure from some buyers for lower prices as a result of 
savings in leather costs. Manufacturers are loath to follow 
this line of reasoning. They feel it is more important to 
upgrade shoes and to keep quality up to their usual standards. 

Most shoe stylists and production men have found the 
earlier dates of the Leather and the Allied Shoe Products 
shows helpful in laying out their fall and winter lines. This 
will result, they say, in better planning, more effective use 
of new materials and in more economical production. 

Stylists for some of the women’s shoe factories indicate 
that they expect suede to be very important in next fall’s 
lines. At the same time, they feel that polished leathers may 
relinquish some of their popularity to upper leathers that 
have a matte finish, a dull look. Staple fabrics will be given 
the nod; and blacks and browns are expected to continue to 
be popular. Trimming and ornamentation will be more sub- 
tle, will be integrated into the shoe in interesting and various 
ways. 

Men’s fall shoes will continue to carry through the brown- 
black combinations, true browns, with some green and gold 
tones offered. Italian-type lightweight shoes will be made 
in increasing numbers and this will cut into the market for 
Italian imports. 

(CONTINUED ON PAGE 66) 
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Baker Reporting 
from Washington 


(CONTINUED FROM PAGE 10) 


Shoe labeling was a silent issue at 
the recent conference on deception in 
advertising sponsored here by the 
Federal Trade Commission. 

Officially, shoe labeling was not on 
the program. Nor did the specific 
subject come up in the course of the 
two-day conference. But the fre- 
quently-repeated warnings from gov- 
ernment officials concerning what 
they called the “failure of business- 
men” to “tell the whole story to the 
public” left little doubt that the 
FTC will press manufacturers and 
retailers hard in the future to tell 
the public more about the goods they 
offer for sale. 

Failure to do so, the FTC officials 
hinted, will only result in either (1) 
new legislation on labeling and dis- 
closure of facts to consumers, or 
(2) legal action on the part of the 
FTC to force fuller disclosure, or 
(3) both. 

FTC Chairman Earl Kintner says 
he’ll call more such conferences on 
deception. And he discloses that he 
has received White House approval 
of his request for more enforcement 
money for the FTC in the new fiscal 
year starting July 1. This means 
that the FTC will be able to hire 
more investigators to check up on 
suspected violations of all types— 
false or misleading claims, price de- 
ception or price trickery, illegal 
price discrimination among custom- 
ers, moves to weed out competition. 

Dr. Raymond Saulnier, President 
Eisenhower’s chief economic ad- 
viser, complained at the conference 
that businessmen fail to cut prices 
when they can. Dr. Saulnier ob- 
served that nearly all reductions in 
consumer price indexes in recent 
years have been due to lower prices 
of food, not of manufactured goods. 

“The time has come,” he said, 
“when responsibility for the price 
level should be shared by industry 
and not shouldered exclusively by 
the farm community.” 

Dr. Saulnier also urged labor to 
limit its demands for more money to 
gains in productivity. If labor 
leaders will do this, he said, busi- 
nessmen will then have an oppor- 
tunity to reduce prices because of 
the savings made for employers. 
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Paris Shoes Show 
Diversity of Types 
(CONTINUED FROM PAGE 39) 


Evening colors are very alive: Egyp- 
tian blue, chartreuse and emerald 
greens, rose, gold but with a plati- 
num cast softer than gold, white and 
black and white. 

With winter’s approach, bottiers 
looked for a way of making more 
elegant boots. Besides the classic 
sports boots, they have made little 
boots for afternoon wear, reaching 
just to the ankle. Some are in velvet 
with black patent leather; some all- 
leather, perhaps in grained calf com- 
bined with suede on a crepe sole, 
like the one illustrated, with goring 
to give fit near the top. All these 
boots are lined. The most popular 
colors are black, chestnut, red and 
greige. 


The Russian Shoe Industry 
(CONTINUED FROM PAGE 40) 


Russia hopes and expects to swiftly 
expand its economy and catch the 
U. S. It is this dream that it cease- 
lessly propagandized to the people, and 
“technology” is the nucleus and moti- 
vation of that dream. 

Russia also has a fanaticism about 
Throughout the world 
there has been a gross misconception 
about the training and outpouring of 
vast numbers of “engineers” in Rus- 


“ 2 ” 
engineers. 


sia each year. For example, during 
Khrushchev’s recent visit to the U. S. 
he boasted in one speech that today 
Russia is graduating 92,000 “trained 
engineers” annually to our 45,000. 


Such figures have proved so disturb- 
ing to the American public that nu- 
merous magazine articles, newspaper 
stories, TV and radio programs, etc., 
have been devoted to the idea that 
America is losing the “technology” 
race to Russia. 

Well, the real truth is something 
else. In terms of genuine engineers, 
it’s unlikely that 7000 real engineers 
(civil, marine, electrical, aeronautical, 
chemical, mechanical, etc.) are being 
graduated yearly in the Soviet Union. 
The country simply doesn’t have the 
physical facilities (engineering col- 
leges, plus qualified instructors) to 
graduate more. 

Here is the “catch” to it. In Russia, 


all technicians are called engineers. 
This includes plumbers, electricians, 
shop foremen, etc. These people are 
trained in technical schools, which 
may be anything from an institute to 
a night course held in a trade union 
hall. The length of the course varies 
from a few months to a couple of 
years. But, very importantly, the 
“graduate” is not a full-fledged engi- 
neer as we understand it, but a tech- 
nician or trade specialist or skilled 
craftsman. 

For example, visiting a shoe factory 
I’d be introduced to the director, then 
to the “chief engineer,” followed by 
the “first deputy engineer,” “second 
deputy engineer,” etc. Upon question- 
ing them I’d learn that the “chief 
engineer” is what we call the factory 
superintendent. And the “deputy” 
engineer might be either an assistant 
to the superintendent, or a department 
foreman, or a quality control man, 
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elc. 

ven when I visited the House of 
Fashion Models, in Moscow, the cen- 
tral headquarters of shoe design in 
Russia, I found “engineers” who 
turned out to be pattern makers or 
designers. 

As to the shoe industry, its many 
“engineers” attend either a_ special 
shoe “institute” to learn specialized 
shoe “technology,” or special classes 
right at the factory where they’re 
given a sort of secondary general edu- 
cation plus specialized shoe technology. 
At the huge Skorochod plant in Len- 
ingrad, for example, were 15 men and 
women being trained as “engineers” 
at the factory school, to later take 
charge of new factories. At the same 
plant are evening classes for regular 
production employes, for training in 
advanced shoemaking plus some gen- 
eral educational subjects. Workers 
are selected for these classes, based 
on qualifications. Job advancement 
goes to these trained people. 

Incidentally, factories usually have 
a training school for new, young shoe 
workers. At the Paris Commune plant 
in Moscow, for example, a class of 
200 young people (starting age about 
18 years) is always in process. 

There are two schools, one in Kiev 
and the other in Moscow, specifically 
to train “engineers” for the shoe and 
leather industry. 
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This should help clear up the con- 
fusion about Russia’s vast numbers of 
“engineers” who are fundamentally 
technicians and industry specialists, 
but not full-fledged engineers in the 
advanced sense. However, by ascrib- 
ing the title “engineer” to these tech- 
nicians, the Soviet officials have made 
a psychological strike by adding status 
and stature to all such occupations. 
We could and should learn a lesson 
from this. 


The Shoe Workers 


It was difficult to get a straight or 
consistent answer as to the number of 
production employes in the Soviet 
shoe industry. Answers were usually 
evasive or erratic. 

However, we can make two fairly 
reasonable estimates. If we accept the 
official production of 356 million pairs 
for 1958, then between 300,000 and 
340,000 production workers are em- 
ployed. This is based on an average 
daily output of 314 pairs per worker, 
or 1050 pairs per year. 

If, however, we accept the estimate 
of 188 million pairs total output for 
1958, as calculated by non-Soviet 
sources, then approximately 185,000 
shoe workers are employed. 

Thus, while Russia requires some 
320,000 production employes to pro- 
duce 356 million pairs, the U. S. shoe 
industry produces almost twice that 
pairage with only 225,000 production 
employes. 
about 75 
about 30 
employes. This is one of the most 
graphic examples of the difference in 
the capacity and efficiency of the Rus- 
sian and American shoe industries. 


Therefore, we’re producing 
per cent more pairs with 
per cent fewer production 


Women comprise the majority of 
Russian shoe workers—a proportion 
The 
U. S. shoe industry’s labor. force is 
divided about 50-50, men and women. 

As we’ve pointed out before, prac- 
tically all women work in Russia. 
Some 50 per cent of the entire indus- 
trial and agricultural working force 


ot about 70 women to 30 men. 


of Russia is composed of women. No 
jobs are closed to them. They may 
dig a ditch or be boss of a shoe 
factory. 

Nevertheless, the Soviet government 
has a “complex” about the fact that 
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virtually all women must work. It has 
for many years promised that its 
women would gradually be released 
from the work force—and particularly 
from the heavier work. But the prom- 
ises have proved all shadow and no 
substance. Back in 1928, women com- 
prised 27 per cent of the industrial 
work force; in 1940, 40 per cent; and 
in 1958, 50 per cent. 

It isn’t only that Russia is desper- 
ately in need of manpower to fulfill 
its “Plans,” but that for the average 
family to make ends meet economi- 


cally, both husband and wife must 
work, 


Employment 

There’s no unemployment in Russia. 
The government makes political propa- 
ganda with this—particularly in rela- 
tion to America’s “unemployment 
problem” (the average Russian be- 
lieves that anywhere from 10 to 25 
million American workers are con- 
stantly unemployed, without jobs and 
hungry. Years of Soviet government 

(CONTINUED ON FOLLOWING PAGE) 








deep 
cushioned 
filler 


for flexibility 





exclusive 
leafspring 
arch support 





Upper leather lining 





no wonder 


men who tend to “‘shop around.” 





The rare combination of distinctive 
| styling, superior fit and exclusive 

| Synchro-Flex construction is 

| unusually habit forming. 

| A profitable and pleasant 

| phenomenon for dealers who 

| feature British Walkers . . . 


| nationally advertised in magazines 


| that cater to men who count... 


| Sports Illustrated . . . Esquire 
|... The New Yorker. 


MOST BRITISH WALKERS 


| FROM $20.95 


MADE IN THE U.S. A. 





BRITISH X 


they don’t wander! 


British Walkers make steady customers of 


Style 6275 
Brown Calf 


7275 
Black Calf 


WALKERS 


Write, wire or phone collect today for complete information 
E. E. Taylor Corp., Freeport, Maine 
also makers of Taylor-Made shoes for men 





The Russian Shoe Industry 
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propaganda has instilled this in the 
Russian mind.) 

However, some facts need to be 
cited about Russian “employment.” 
First, due to lack of modern mechani- 
zation and technology, Russia has al- 
ways had great need for vast masses 
of manual labor. And even with 
everyone working, the country still 
can’t fill many of even the basic needs 
and wants for goods. For example, 
50 per cent of Russia’s labor force is 
engaged in agriculture—and still there 
is a food shortage. In the U. S., only 
7 per cent of the work force is en- 
gaged in farming, and we have enor- 
mous annual food surpluses. 

Second, there is much waste of 
manpower, as well as deliberate make- 
work jobs (especially for older 
people). The waste is due to general 
inefficiencies resulting in failure to 
obtain full productive results. Third, 
there is a “guarantee” of employment 
until retirement. This is a kind of 
occupational paternalism natural to a 
socialistic economy. 

Until recently it was almost impos- 
sible for an individual to change jobs 
with some freedom. Now this limita- 
tion is gradually being relaxed, though 
it’s still not an easy matter to change 
jobs voluntarily. 

Then there’s the mass work draft or 
Each year, 
hundreds of thousands of young boys 
and girls, ages 12 to 18, are con- 
scripted for training in trade schools, 
to become “mass workers,” as the law 
puts it. Training may be from six 


conscription of youths. 


months to four years, depending upon 
the type of work. Then the “gradu- 
ates” are assigned to plants or proj- 
ects, as and where they are needed. 
Neither the youths nor the parents 
have any say about this conscription 
—which careers or occupations they 
will follow, or where they will work. 

Specifically, Soviet labor law states: 
“In the socialist society there is no 
difference in principle in the quality 
between drafted labor and labor per- 
formed by voluntarily entering into 
labor relations by taking employment. 
. . . Under the conditions of a socialist 
society, it is impossible to secure the 
principle ‘from each according to his 
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ability’ without a pressure by the state 
and law regarding the universal duty 
to work.” 

So there you have it: everybody 
works, like it or not, and where and 
how the government decides. And the 
matter of a personal choice as to a 
career or occupation is obviously held 
in very small regard. 

Up until very recently the 48-hour 
(six-day) work week was the official 
pattern. Now it has been reduced to 
46 hours and in some instances to 44 
hours (half day Saturday). Only a few 
weeks ago the government announced 
it would start a 7-hour day (but still 
six days a week) in 1960, and a 40- 
hour work week (shorter work day 
on Saturday). Piece and hourly rates 
will be raised so that there is no loss 
in income due to the shorter day 
and week. 

It does seem strange that a country 
unable to meet demand for most goods 
will abruptly shorten the work week 
and still further limit production. 
However, this is seen as a political 
move, inspired by the determination 
to match American economic stand- 
ards wherever possible. 

But there is a way around this. For 
example, most shoe factories are on 
two shifts. Thus while the individ- 
ual’s work day may be reduced to 
seven hours, the two-shift practice ac- 
tually gives the factory a 14-hour 
working day. 


Wages 

The average shoe worker earns 
about 800 rubles a month (about $50 
a week—but about $15 to $18 weekly 
in actual value or purchasing power). 
Newer and unskilled workers may get 
as low as 400 or 500 rubles monthly, 
while some skilled operators may make 
as high as 1500 rubles a month. This 
is about the same average for all 
Russian workers in all jobs combined. 

The director or head of a shoe fac- 
tory receives about 3500 to 4009 
rubles ($900 to $1,000) a month, 
plus bonuses for meeting or beating 
quotas. A shoe foreman may average 
1200 to 1600 rubles monthly. Wage 
values, incidentally, should be shaved 
by about two-thirds to get a truer 
value of real earnings in terms of pur- 
chasing power. 

There is now a minimum wage 


(established in 1957) amounting to 
300-350 rubles a month (about $7 a 
week in “real” wages). The govern- 
ment has promised to raise this to 450 
rubles monthly in 1960. 

Most Russians I talked with found 
it almost impossible to believe we had 
a $1 hourly minimum wage—which, 
in “real” value exchange with Russian 
rubles, would amount to about 2000 
rubles monthly, a very big wage or 
salary in Russia. When told about 
our unemployment compensation ($25 
to $35 weekly), they were astounded, 
and wondered why Americans both- 
ered to work at all “if such luxury 
was so free.” 

Wages are paid twice monthly, and 
always in cash. 

Wages in Russia aren’t measured 
against the job or individual skill but 
against the type of work or industry. 
The more important the industry is to 
the economy, the better the wages. 
The average steel worker, even un- 
skilled, usually is higher paid than the 
highly skilled millinery worker. 

Wages are usually accompanied by 
bonuses for those who earn them by 
meeting or surpassing work quotas. 
Other incentives are also provided, 
such as paid vacations to worker re- 
sort camps. 

In Russia’s “classless society” there 
is a far greater disparity of wages 
than in the U. S. For example, the 
wage difference between a_ military 
private and a major-general in the 
Soviet army is 272 to 1. In the U. 5. 
army it’s 15 to 1. Similar disparities 
are found in industry and in the pro- 
fessions in Russia. 

“Real” wages in Russia have long 
been held at low levels for two rea- 
sons: (1) to “encourage” (out of eco- 
nomic necessity) all people to work; 
(2) to restrain demand on consumer 
goods. Thus, the Soviet government 
has long succeeded with a system of 
“push-button” control of the economy, 
simply by holding the string on wages. 

Now that more consumer goods are 
becoming available, more wage in 
creases are going into effect. For 
instance, an 1] per cent wage increase 
has been promised for 1960—just 
about enough to meet the increase in 
availability of some types of consumer 
goods. 

(CONTINUED ON PAGE 54) 
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The Russian Shoe Industry 


(CONTINUED FROM PAGE 52) 


Most workers receive two weeks 
paid vacation. There is a standing 
promise that this will be extended 10 
three weeks. 

There is a pension system starting 
for men at 60 years, after 25 years 
service, and for women at 55 years. 
The amount is supposed to average 
55 to 80 per cent of the base salary, 
with 300 rubles monthly (about $25 
in “real” wages) as a minimum. 


Soviet Trade Unions 


In the Soviet Union are some 46 
different trade unions with approxi- 
mately 50 million members. Dues are 
one per cent of wages. 

However, Soviet trade unions or 
unionism bears no resemblance what- 
ever in function to the unions in the 
U. S. or any Western or free nation. 
The union has absolutely no say on 
wages, piece rates, hours, vacations, 
pensions, production quotas, working 
conditions, work rules. There hasn’t 


been a labor strike in Russia in 40 
years (strikers can be punished by 
long prison terms, even death.) 

As to collective bargaining, the uni- 


versal principle of free labor, it is un- 
recognized in Russia. Soviet labor 
law states, “The collective agreement 
as a special form of legal regulation of 
labor relations of manual and clerical 
employes has outlived itself.” 

Well, what function does the labor 
union serve in Russia? From the gov- 
ernment’s standpoint, a very important 
function: to align the entire work 
force behind the ceaseless drive to 
meet production quotas set by the gov- 
ernment. It’s primarily this that justi- 
fies the existance of the Russian labor 
union. And boss of the labor union is 
the Communist Party. 

The official text on Soviet labor law 
reads: “The trade unions are not a 
party organization but, in fact, they 
carry out the directions of the Party. 
All leading organs of the trade unions 
consist primarily of Communists who 
execute the Party line in the entire 
work of the trade unions.” 

And written elsewhere in the law: 
“The Soviet trade unions conduct their 
entire work under the direction of the 
Communist Party—the organizing and 
directing force of the Soviet Society. 
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The trade unions of the USSR rally 
the working masses behind the Party 
of Lenin-Stalin.” 


This indicates why the American 
labor unions were (and still are) the 
primary target of the American Com- 
munist Party. 

In Russia, all union members must 
be active in attendance at union meet- 
ings and “activities.” For example, in 
Russia are over 8,000 “clubhouses of 
culture”—or what we call union halls. 
Here, evenings, members must listen 
to political speeches, take special 
courses, or may participate in recrea- 
tional activities. The union, through 
these “community centers,” thus plays 
a strong role in the economic, social 
and political life of the worker. The 
unions thus serve the government as a 
sort of “control tower” over the So- 
viet labor mass. 


(Note: In the next article of this 
series, Mr. Rossi will discuss quality 
standards and fashion in Russian 
footwear.) 


Men and Their Shoes 
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felt aggressive, they wore aggres- 
sive looking shoes along with bright 
colors and patterns. It was also par- 
tially due to men’s desire to respond 
to the extensive discussion of wo- 
men’s New Look. Women’s clothes 
had developed a new and fuller ap- 
pearance and men followed suit. 


The increase in leisure time and 
the huge increase in suburban mi- 
gration, which reached a peak in 
1950, were partially responsible for 
the tweedy casual look in men’s 
clothes, which sparked a parallel in- 
crease in the popularity of casual 
shoes. Another peak in leisure time 
use is being approached now, with 
some industrial communities rou- 
tinely accepting a four-day work 
week. This has led to an increase in 
the time spent by men in the home 
and especially in various do-it-your- 
self hobbies, for which men are be- 
ginning to buy leisure footwear. As 
the industry specifically addresses 
itself to this problem, and as men 
become more aware of what kinds 
of leisure footwear are available, 
this market should expand consider- 
ably. 

A parallel development is the pop- 
ularity of the newer slim Ivy 


League men’s clothes, with their 
light feeling, which since 1953 have 
gradually been having a slight ef- 
fect on men’s acceptance of light 
shoes. The traditional Ivy shoe is 
lightweight with a thin sole, but it 
has not yet begun to trickle down 
the fashion ladder in any quanti- 
ties. The new Continental Look also 
calls for lighter men’s shoes. 

The recent slight increase in in- 
terest in light shoes and leisure 
wear has not made men more inter- 
ested in wearing very light shoes 
like sandals. There are still men 
who like the light look in clothes 
but have a strong attachment to a 
heavy shoe. They will wear a heavy 
cordovan shoe with a cotton cord 
suit in July, suggesting the impor- 
tance of an expanded industry edu- 
cation campaign. Beginning in 1958, 
the spurt in popularity of light- 
weight synthetic summer suits has 
been responsible for many men buy- 
ing lightweight shoes, even though 
the shoe industry has not taken ade- 
quate advantage of this development 
by providing enough different kinds 
of light shoes. 


Purchase Habits 


In the last five years, the newer 
more relaxed styles have made men 
more conscious of shoes and their 
implications. The newer styles have 
suggested ways in which shoes 
could be elegant which were not 
available to men before. How much 
of a symbol of elegance shoes can 
be and how they can fall short of 
the mark was highlighted by a com- 
ment made by Adolph Menjou to a 
group of shoe manufacturers. He 
told this group “You call your- 
selves shoe makers, yet you don’t 
even know how to tie shoe laces.” 
His remark implied, of course, that 
shoes and even their laces were 
symbols of being a gentlemen! A 
recent book on “in” and “out” be- 
havior suggests that tying shoe 
laces horizontally is “in”! 

The typical men we interviewed 
prefer to buy their shoes in a par- 
ticular store. They generally had 
had a good experience with the store 
and had some confidence in it and 
the brands it carried. Most men ex- 
pressed the feeling that the sales- 
men who waited on them were not 
as helpful as they would like them 
to be. Men are not at all as alert to 
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the details of shoe construction as 
women are, and many would welcome 
some help in this direction from shoe 
salesmen. One reason for the em- 
barrassment which some men feel in 
a shoe store is the uneasiness which 
they may feel about taking their 
shoes off in a store and being seen 
in their socks. 

When men enter a shoe store, 
they may be somewhat timid and 
uneasy. They seek reasonable style 
and fit. Few stores pay attention to 
the male shoe shopper’s uneasiness, 
and few encourage him to look over 
a wide range of shoes. For these 
reasons, many men are suspicious of 
shoe salesmen. They do not regard 
them as being on the same level as 
salesmen of other items of men’s 
clothing, because of their own com- 
plex and mixed feelings about shoes 
which are so much more compli- 
cated than about other clothing. But 
when they have had contact with a 
shoe salesman who took time and 
was helpful and solicitous, they may 
become almost fanatically loyal to 
him. 

The male shoe buyer’s uneasiness, 
uncertainty and embarrassment at 
the whole process of buying a pair 
of shoes may stand in the way of 
his expressing a desire to see other 
pairs of shoes. One reason for this 
is many men’s feeling that all new 
shoes have to be “broken in,” al- 
though the meaning of this phrase 
is often vague even to the men who 
use it. 

Men usually buy a new pair of 
shoes when they think they need a 
pair to wear, not because they need 
a second pair. They may not throw 
out a pair of old shoes, because they 
are a known quantity, in terms of 
having been comfortable in the past. 
The more men know about shoes 
and their construction and the cos- 
tumes with which they should be 
worn, the more relaxed they tend to 
be about shoe purchases. Once men 
have had a successful experience 
with a given brand or store, they 
are likely to become fans of the 
brand or store. One reason for this 
is their feeling that they have es- 
tablished a relationship with the 
brand or store with which they feel 
comfortable. The more they know 
about shoes, the more flexible they 
will feel about experimenting with 
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new brands or stores. They will also 
feel more adventurous about differ- 
ent leathers and styles. Men may 
have a varied wardrobe but they are 
generally not likely to have an ap- 
propriately varied shoe wardrobe 
unless they have somewhere or 
other learned more about shoes 
than most men do. 

Although comfort is important to 
all men shoe buyers and style is im- 
portant to many men, overriding 
both of these considerations is the 
unique relationship between the 
shoe and its wearer. One reason for 
this is the shoe’s being the only 
item of clothing which actually 
shows how the wearer wears it. A 
suit may get worn out, but it will 
not show unique creases or wrinkles 
reflecting its owner. In the case of 
shoes, the wearer leaves an indelible 
mark in the crease of the leather 
itself. The wearer does not think 
that other men would leave the 
same creases. The shoe is thus the 
most intimate and individual item 


of clothing worn by a man. This is 
one of the reasons for the gingerly 
manner in which a man approaches 
the purchase of a pair of shoes. 


The unique nature of the shoe, 
however, has made it easy for men 
to accept the idea that shoes mirror 
personality. Men have generally 
gained this knowledge by trial and 
error, by observing that other men 
seem to wear specific kinds of shoes. 
Shoe advertisers and retailers have 
done very little to reinforce this 
kind of knowledge, because of their 
widespread practice of displaying 
shoes with only a lifeless looking 
wooden tree in them. Showing shoes 
with different types of men wearing 
them would doubtless do much to 
confirm and integrate men’s impres- 
sions in this area. 

By and large, men’s impressions 
of the kinds of men who wear spe- 
cific models of shoes proved to be 
surprisingly astute. We showed 
photographs of various men’s shoe 
styles to the men interviewed and 
asked them to describe the wearers. 
Not only did we get general type re- 
plies like “Oh, that’s the banker’s 
special,” or “that’s for a young ex- 
ecutive,” but we also got relatively 
extended descriptions of the wear- 
ers in terms of detailed personality 
characteristics. Women were also 
surprisingly voluble in assigning 
different personality characteristics 


to wearers of specific models of 
men’s shoes. 

The few intelligent window dis- 
plays which are arresting, devote 
some space to explaining the shoes 
and use open space constructively, 
are noticed by most men and act as 
attention getters which bring people 
into the store. Just exhibiting shoes, 
one pair every few inches, at all 
kinds of odd angles, is not likely to 
attract men shoppers. Women’s in- 
terest in shoes is so central that 
they may cheerfully study 50 pairs 
of shoes in a window when looking 
for the pair they need to tie up a 
costume, but the industry has done 
so little to sustain men’s interest 
that they will turn away from the 
same kind of window that would at- 
tract their wives. 


Taste Makers 


In men’s as in women’s shoes, 
someone has to start wearing new 
styles so that they can be seen and 
“catch on.”” In women’s shoes, there 
is general agreement that the 
wealthy leaders of international so- 
ciety are the first to try the new 
styles which are disseminated in the 
established fashion magazines after 
they have been seen in the “collec- 
tions” of a few leading designers. 
None of these approaches exist in 
men’s shoes. 

Curiously enough, our interviews 
suggest that it is not so much male 
society leaders who set the pace in 
men’s styles. Rather some special 
ethnic groups may act as opinion 
leaders in men’s shoes. There is 
some evidence to suggest that the 
innovators in men’s shoe styles may 
be members of a minority group, 
such as Negroes. This is completely 
unlike the situation which prevails 
in women’s shoes. The very popular 
Italian style, for example, was first 
accepted by Negroes in some large 
cities. Although the Ivy League col- 
leges have been the leaders in the 
establishment of the no-padding 
look in men’s suits, they have not 
exercised the same kind of leader- 
ship in the case of shoes. 

The enormous appeals of the Ivy 
League look and the newer Conti- 
nental Look have served to begin to 
awaken men from their traditional 
disinterest in clothes. Suit, shirt, 
and hat manufacturers have slowly 
been making dents in the male con- 
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Men and Their Shoes 
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sumer’s indifference to clothes, and 
their efforts have made it easier for 
many corresponding efforts on the 
part of shoe manufacturers to suc- 
ceed in spreading a kind of shoe vo- 
cabulary of emotion. Many men 
shoe purchasers need help in learn- 
ing the vocabulary of shoe buying. 
Though they could describe the kind 
of men who wore wing-tip shoes, 
and on what occasions, they might 
not know what the term “blucher” 
meant. They could recognize it 
without knowing what it was called. 

Even though most men have 
never worn anything but brown or 
black, a considerable proportion of 
those we interviewed expressed 
some interest in trying shoes of 
other colors. Brummelphobia, the 
fear of being conspicuous in clothes, 
is less likely to apply to colors in 
shoes than to most other articles of 
men’s clothing. Some negative feel- 
ings about black shoes were ex- 
presséd, because black is seen by 
many men as the absence of color. 
There is little strong awareness of 
specific clothing situations for 
which black shoes are appropriate. 

The potential for color in men’s 
shoes can be inferred from a study 
of what men’s socks mean to men, 
which was recently sponsored by the 
DuPont Company. When men were 
asked to pair various words with 
socks, large percentages paired: 
thunderbird, gay, peacock and wolf; 
and ignored: cherry, somber, dove 
and mouse. These results suggest 
that men, or a goodly proportion of 
them, are ready to think adventur- 
ously about their feet coverings, and 
want them to arouse admiration. 
How the shoe industry responds to 
this kind of challenge will deter- 
mine, to a considerable extent, 
whether the men’s shoe field will 
expand beyond its current relatively 
mild boom. 


Suggestion Selling 
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these times, when fashion is becom- 
ing more and more important, the 
well-dressed woman is an ideal tar- 
get for additional shoes. Constant 
changes in fashion require the fe- 
male customer to purchase more 
shoes more often. 
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Other ideas present themselves, 
especially during the summer sea- 
son. For example, there are numer- 
ous variations in ways of selling 
more children’s shoes. If the right 
customer is being waited on, the 
salesperson has only to suggest and 
the chances are that the sale will be 
increased. The salesperson is the 
advisor on fashion. With a bit of 
enthusiasm, he can become an ex- 
pert in the art of ringing up more 
money in the cash register. 

If the customer comes in for a 
pair of sneakers, it is easy to show 
that sneakers are excellent for play 
only. A regular shoe is needed for 
other times of the day for the neces- 
sary support. This is a “must” for 
foot health. 

If the customer asks for a pair of 
sandals for a child, she can be shown 
that for proper foot health her child 
needs the added support of a regu- 
lar shoe. Sneakers, sandals, and 
shoes—even moccasins—are “musts” 
for the extra sale. The salesperson 
must be impressed with the impor- 
tance of that extra pair and the 
basic reasoning that is necessary to 
sell the customer. 

Comfort, support, arrest of exces- 
sive perspiration and the elimination 
of unnecessary corns, callouses and 
other unsightly marks on the feet 
are good arguments for the addi- 
tional pair. 

Excessive perspiration is one of 
the most common difficulties for the 
greatest number of customers. 
There is urgent need for a constant 
change of shoes and hose to help 
this situation—for more comfort, a 
better disposition, and the elimina- 
tion of painful corns and callouses. 
Perspiration cannot evaporate from 
a pair of shoes if they are worn all 
the time. The: moisture content in- 
creases and the shoes become smaller 
or tighter—very much like the 
wearing of a wet shoe or putting on 
a pair of shoes with wet hose. 

Alternating with a second pair 
of shoes is a health necessity for the 
elimination of corns and callouses. 
This is the only way that perspira- 
tion can evaporate properly. Nobody 
should ever wear the same pair more 
than one day at a time. The sales- 
person should make the customer 
see that more comfort can be ex- 
pected with a regular change of 
footwear. This is true for every- 
body, but especially for those who 


suffer the constant torture of exces- 
sive perspiration. The salesperson 
should be prepared with a persua- 
sive sales presentation when he re- 
moves the customer’s old shoes and 
examines them for perspiration. If 
the insides are very dark and moist, 
the customer should be given the 
right advice. 

With excessive perspiration, not 
only should shoes be changed every 
day but even twice a day if possible. 
Powder should be sprinkled gener- 
ously on the feet and inside the 
shoes, and hose should be changed 
as often as the shoes. 

2. Suggestions of related mer- 
chandise. Related merchandise helps 
sell more shoes. Handbags, gloves, 
hose and belts are a wonderful 
source of additional income. Good 
matching accessories make the sale 
of shoes that much easier and vice 
versa. 

The salesperson should know what 
accessories go with the shoes he is 
selling. This can be very helpful to 
the customer. It will save her time 
that might be wasted trying to 
match up the shoes she has bought. 
It also makes her feel that she has 
bought the accessories that were 
made especially to be coordinated 
with the shoes. All sales personnel 
should be kept well informed about 
new accessories and the shoes they 
go with, as well as the different color 
combinations. Fashion magazines 
and trade journals are excellent 
sources of this kind of information. 

3. Suggestions of new merchan- 
dise. Sales personnel should be made 
acquainted with all new shoes in the 
store, even before they are displayed. 
If salespeople can transmit enough 
enthusiasm about the new shoes to 
the customer, added sales are bound 
tc result. The customer can be made 
to feel that she is getting a “first,” 
which makes the new shoes irresis- 
tible. Authoritative information and 
enthusiasm, especially at a change 
of season, will make the new shoes 
catch the fancy of the customer. 

4. Suggestions of items for the 
care of shoes. Customers should be 
made aware of the importance of 
protecting their shoes. Shoe polish, 
shoe trees, or a shoe shine kit are 
in this category. Every sale must 
be followed up with suggestions of 
these additional items, no matter 
how inexpensive. They can add up 
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to a respectable volume. Polish and 
trees have been known to pay the 
rent for many stores. 

5. Suggestions of items that are 
unrelated to shoes. Rubber foot- 
wear, house slippers, sneakers and 
elastic hose are good items for sug- 
gestion selling. They are important 
but often neglected. 

House slippers are usually bought 
as gifts. Suggestion selling and 
proper display can increase sales in 
this department. Stores that make 
a point of selling these items out of 
season are usually very successful. 

Rubber footwear is usually bought 
only when it rains. Here, too, a cam- 
paign can increase sales if enough 
effort is made to promote sales at 
other times. 

6. Suggestions of higher priced 
shoes. Salespeople should never be 
afraid to show higher priced shoes, 
especially when they know the cus- 
tomer can afford them. Customers 
feel better in them and they look 
better. The salesperson should be 
thoroughly briefed about the rea- 
sons for the higher prices. He must 
sell comfort, quality and fashion in 
an authoritative way. But in doing 
this, he must never make the cus- 
tomer feel that the lower priced 
shoes are undesirable, in case the 
customer likes them better. There 
is no reason to lose a sale because 
the salesperson was not using good 
judgment in comparing prices. 

7. Suggestions for the sale of gift 
merchandise. Before and during 
gift-giving periods, suggestions 
should be made to each customer 
about the merchandise that lends it- 
self to gift giving. Customers are 
usually thankful for ideas. It saves 
them the shopping time wasted when 
they have nothing special in mind. 
An alert salesperson can do a won- 
derful job in suggesting slippers, 
hose, shoe kits and trees. Novem- 
ber and December should be times 
when every normal sale is supple- 
mented with a suggestion for Christ- 
mas shopping. Father’s Day and 
Mother’s Day are also excellent 
times for gift giving. All sugges- 
tions should be made well in ad- 
vance to give the customer time to 
think about the items. 

Other considerations for increas- 
ing the sale: 
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1. The suggestion for additional 
merchandise should be made only 
after the first pair of shoes is sold. 
Sell one item at a time, otherwise 
the customer will be confused and 
there is a chance that the sale will 
be lost. Keep the customer’s mind 
absorbed with one pair at a time. 
In this way, each decision becomes 
definite and there will be less chance 
that the shoes will be returned. Let 
the customer feel that she is making 
her own choice, rather than having 
additional merchandise forced upon 
her. 

2. Use good display for desirable 
shoes. They will suggest themselves 
to the customer if they catch her 
fancy. Many additional sales are 
made in this way. 

3. Suggest the additional foot- 
wear by actually placing the shoes 
on the customer’s feet and let her 
walk around in them. Don’t just ask 
if she would like another pair. It is 
difficult for her to visualize what 
they are like unless you put them 
on her feet. 

4. Speak in a positive way at all 
times. Don’t ask questions that 
might invite a “no” reply—such as 
“Would you like to see another 


pair?” or, “Is there anything else 


you would like to see?” 

5. Be enthusiastic. It is contag- 
ious. Believe that every customer 
you suggest an extra pair to actually 
needs them. And make her feel that 
way too. 


Profile: 
Irving Leonard Levine 
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two years in the shoe department of 
Hahne & Co., department store in 
Newark, New Jersey. He had gone 
there upon graduation from New 
York University. Merchandising had 
been one of his minor courses and 
the school placement bureau had ar- 
ranged for him to join Hahne & Co.’s 
training program. He stayed there 
from 1936-38. 

Irving Leonard, as he is known in 
the trade (he dropped his surname 
for business purposes only) has 
devoted himself energetically and 
wholeheartedly to the M/G way of 
life . . . specialization in large sizes 
and narrow widths. “I found,” he 
says, “that over the past few years 
we were beginning to lose our iden- 
tity as a specialty store. We didn’t 


seem to have the advantage any 
more, since so many stores, including 
department stores, were selling shoes 
up to Size 11 and in AAAA widths. 
My thought was more scope and 
depth of range, two sizes longer and 
two narrower, 114% and 12, and up to 
AAAAAA. I would venture to say we 
have one of the biggest selections of 
sizes in AAAAAA widths in the 
country. 

“We have shoes that are definitely 
our own. We carry nothing but 
Mooney & Gilbert, all made to order, 
no stock shoes of any kind. Of 
course, I buy from several brand 
name factories; but I work out the 
designs and detailing with the manu- 
facturers so that they are exclusive 
with us and specific to our needs.” 

Actually, he searches out resources 
that have the equipment, lasts and 
basic patterns that he needs, in sizes 
from 3% to 12 and AAAAAA to C. 
When he locates a factory that can 
be used for these sizes and within 
the price range and quality, he works 
with them on the patterns, detailing 
and_ specifications. This goes for 
everything from style shoes to 
casuals and flats, as well as some 
specialized ideas. 

“It is becoming increasingly diffi- 
cult to continue on this basis,” he 
says, “in view of the standardization 
that is taking place in the industry. 
Large companies are getting larger. 
Smaller ones are falling by the way- 
side. Manufacturers seem to want to 
standardize everything. They are re- 
luctant to deviate from the basic pat- 
terns and they don’t want to make 
changes, especially, as far as un- 
branded operations are concerned. 

“However, we do have resources 
that will work with us; and I have 
been developing some side lines with 
brand names of our own. We’ve 
labeled them in such a way as to 
form brands within the Mooney & 
Gilbert framework. For instance, we 
have a category of casual shoes. . 
a beach shoe. While in appearance it 
looks like something some of the rub- 
ber companies might put out, actu- 
ally, it is made in a shoe factory. It 
is made in sizes up to 12 and in nar- 
row widths to fit AAAAA’s. These 
are our Free Wheelers. Masterpiece 
Series is another line, which desig- 
nates the more expensive shoes.” 

Mooney & Gilbert carry about 
twelve thousand pairs of shoes in 
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Profile: 
Irving Leonard Levine 
(CONTINUED FROM PAGE 62) 


stock, comprised largely of low, flat 
and medium heels. Their clientele, 
for the most part, ranges in age from 
twenty to fifty years—women who 
are style conscious but want their 
comfort and fit, too. There is nothing 
orthopedic in the line. It is the size 
range that gives Mooney & Gilbert 
the edge, enables them to do a suc- 
cessful job of fitting. “That’s our 
first consideration,” says Irving 
Leonard. “We don’t go in for very 
high fashion. The type of feet we 
have to fit are generally bony and 
flexible and need«support. We give 
them as much fashion as we can. For 
instance, although pumps may not 
be the ideal silhouette in this case, 
they can be designed to fit this type 
of foot. This h€lps straddle the 
yearning for attractive, fashionable 
shoes and, at the same time, takes 
care of the particular fitting prob- 
lem. . 

“The entire aspect of the business 
has changed. We have many repeat 
customers, since we strive to make 
the customer a répeater with the 
type of fitting and service that we 
give. However, the customers who 
used to be the tried, true and faith- 
ful have gotten older. Their need for 
new shoes is not as great as it used 
to be. Many of them have gone into 
different types of shoes. If we had 
limited ourselves to these customers 
only, our business would have dwin- 
dled away over the years. Instead, we 
have put more style interest into our 
shoes, appealing to the new genera- 
tion that has come up. Basically, our 
size range gives us an advantage, be- 
cause women’s feet seem to be get- 
ting larger all the time. Manufactur- 
ers and retailers are aware of this. 
Witness, the fact that they are mak- 
ing and buying the larger size 
range.” 

The mail order business continues 
to be an important phase of the M/G 
operation. Attractive catalogs, dis- 
playing the entire range of styles, 
are mailed twice a year, fall and 
winter; spring and summer. Inci- 
dentally, the art work is all done by 
Mrs. Levine, who is an artist in her 
own right. She has a flair for fashion. 
Used to do fashion illustrations for 
some of the department stores on a 
free lance basis. 
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There are ten employes at M/G, 
five of them salesmen on the floor. 
Irving Leonard knows exactly what’s 
going on. For the most part, he keeps 
the records, daily sales record and in- 
ventory as to styles, colors, leathers 
and materials, as well as the weekly 
records, where everything is consoli- 
dated. He makes buying trips twice 
a year, buying two seasons at once 
in order to include the new shoes in 
the catalog. He leaves himself “open 
to buy,” to take advantage of any- 
thing new that may come along; also 
to fill in on the numbers that are 
selling well. His initial buy for a six- 
months period usually stays within 
65 to 70 per cent of the total. This 
allows plenty of leeway for size-ups 
within the season and also for the 
new. 

Irving Leonard and his wife and 
daughter live in Fair Lawn, New 
Jersey. He takes short vacations 
whenever possible, goes south in the 
winter, for a short time. In the sum- 
mer, it’s a matter of long week-ends, 
which he generally spends at or near 
home. 

He delegates responsibility to the 
men on the floor. Makes them feel 
an important part of the over-all op- 
eration. This gives him an oppor- 
tunity to play hookey. Every once in 
a while, he will take a Wednesday 
afternoon off. The pattern is an en- 
joyable one. He meets Mrs. Levine. 
They have lunch together and then 
go on to a matinee. It is little excur- 
sions such as these that break up the 
pressures and tensions and lend zest 
to living. 


Retail Trade 
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which always helps boost a few slip- 
per, hosiery, and accessory sales, 
and two school holidays in Febru- 
ary, also brighten business pros- 
pects. 


Casual Sales Increased 
Milwaukee Buyers Note 


SALON buyers at Milwaukee re- 
port a tremendous increase in 
casuals: a feeling for beaded vamps 
and harder sole numbers. Oval toes 
made some sales headway. But, 
buyers report that the pointed toe 
continues to lead. Muted shades 
were most preferred. Warm brown 
was a big favorite. Also in demand 


were yellow-greens. Purple was a 
surprisingly well accepted shade. 

Neighborhood outlets are com- 
plaining more than ever about the 
impact of the shopping centers. In- 
dependent neighborhood dealers 
hemmed in by the influx of shop- 
ping centers report that they had 
a disappointing year. One long 
established neighborhood shoe mer- 
chant noted a 15 per cent decline 
in his 1959 volume. 

Where neighborhood stores are 
losing out, they claim, is in the 
ladies’ dress shoe field. Says one 
neighborhood dealer: “We can’t 
stock the variety of colors, heel 
heights and toe styles you need 
today in the women’s shoe busi- 
ness.” The trend, says this industry 
veteran, will be for neighborhood 
stores to put heavier stress on 
men’s and children’s footwear, 
while limiting ladies’ stock to sport 
styles. 

The general outlook among shoe 
men here for 1960 is bright and 
optimistic. Volume outlets checked 
indicate that they look to a strong 
beginning for the new year. Down- 
town dealers are planning to hit 
boldly with Easter promotions 
earlier than usual in January and 
February this year. 


Denver Sellers View 


1960 with Optimism 

WITH MOST semi-annual clear- 
ance sales closed by mid-January 
and with year’s end figures showing 
one of the best shoe-retailing years 
in history, from both pairage and 
dollar standpoints, retailers in the 
Denver metropolitan area looked 
ahead to the next 11 and one-half 

months with great optimism. 
Semi-annual clearance sales 
started the day after Christmas and 
because of prevalent low inventories 
in all stores, selection soon was at a 
premium. All retailers were receiv- 
ing spring stocks earlier than usual 
and started selling them by year’s 
end. Some stores had reordered pat- 
ents for women in early January. 
While pumps with narrow toes and 
21/8 heels are most popular, the 
trend toward open shoes is _ pro- 
nounced. Patent slings and plastic 
and patent open-type shoes and san- 
dal styles are being purchased in 
volume. Heels, in lower heights, too, 
are selling in greater volume. Wo- 
(CONTINUED ON PAGE 69) 
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Important news for shoe manufacturers: 
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Flat Goodyear Design 





NEOPRENE 














Large Storm Roll Bead 


-=-] WELTING 





REG. u. 5. pat. OFF 


= | now available 


Pre-Welt for Vulcanized 
Sole Construction 











Du Pont neoprene, the long-wearing, resilient sole material used by leading 
shoe manufacturers for more than 25 years, is now available as shoe welting. 
Neoprene welting promises the same excellent combination of properties 
found in neoprene soles — resistance to oil, chemicals, abrasion, cold- 
weather stiffening and cracking — plus these advantages over conventional 
welting material: 


A Neoprene welting is flexible at low temperatures and protects 
against water, weather, oils, acids, rotting, peeling and fatigue. 


ae Neoprene welting is easily bonded to composition soles, and 
flexes compatibly with these sole materials. 


3. Neoprene welting offers production economies — preformed 
and ready for immediate stitching to the upper. . . eliminates 
beating-out operation. 


4. Neoprene welting is supplied in continuous rolls — assures 
uniform quality, eliminates waste of short lengths. 


Investigate the important economies and durable shoe constructions now 
possible with neoprene shoe welting. For information on a source of 
supply, write E. I. du Pont de Nemours & Co, (Inc.), Elastomer Chemicals 
Department BS-1, Wilmington 98, Delaware. 


NEOPRENE 


SYNTHETIC RUBBER 


Better Things for Better Living . .. through Chemistry 
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Sales Are Steady 
When You Feature 


WEEJUNS* 


X34 


a genius for 
understatement... 


ie 


air that take y« 


WEEJUNS* with a polished 
u everywhere with 


case with sate faire 


Squared, tapered, or classic 


wwiginators of Weejuns* 


G.H. BASS 4CO.,172 MAIN ST., WILTON, MAINE 


“TM. Reg 


NATIONALLY ADVERTISED in 1960 
to your best customers in 


ESQUIRE — The NEW YORKER 
SPORTS ILLUSTRATED — HOLIDAY 


Originators of Weejuns* 


*T.M. Reg. 
G. H. BASS & CO., Dept. BS-1, Wilton, Maine + 614 Marbridge Bidg., N. Y. C. 1, N. Y. 
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Chicago 


SECOND runs for spring have taken over in production 
schedules in the Chicago area. All volume buyers have com- 
pleted their orders for deliveries throgh March 1. Fill-ins and 
re-orders are flowing in through most of this month via the 
mail and through calls by salesmen. There have been few 
delays, since most retailers continue to be concerned about 
deliveries. As a matter of fact, deliveries are rising as a 
problem in some quarters. First run spring shoes have made 
most of their deadlines, but there has been some lagging in 
recent weeks. 

Good results from clearance sales have left inventories in 
good shape. This has meant healthy commitments on second 
runs as well as fill-ins. Concern for deliveries also means 
that most post-Easter and summer shoes will be ordered 
within the next few weeks. Certainly major commitments 
will be completed by mid-February. 

Trends have followed pre-season predictions. First orders 
were chiefly for closed shoes. Present production is con- 
centrated much more heavily on open types, and shows a 
definite increase over a year ago. Closed pumps with open 
vamps as well as stripping sandals and halters are favored. 
Needle toes dominated in early orders, but now there is a 
division of interest in tapered, squared, and oval shapes. Heels 
continue thin, but heavier types have shown activity, particu- 
larly in medium height. This means particularly two and 24% 
inch heels on street shoes. Stacked heels are also proving 
most acceptable. The diagonally squared lasts are gaining 
some ground for open up shoes. Spectators also loom large 
in current orders, particularly in black and white, blue and 
white, and a few red and white. 





your best way Nationally 


Advertised 


D! Scholls 
SHOES 
Eliminate fitting problems... 


increase your repeat business! Made over 26 different 
lasts, each designed for a particular type of foot. 
Choicest leathers. Right and left individual 
pre-molded counters. Resilient spring 

steel shanks. Many styles. 

Moderately priced. 


to serve 
a big market! 


AAAA .6% to 12 SIZE 
AAA.5 to13 RANGE 
AA .44 1013 FOR 
-4 to 13 
.3% to 13 mo ausrA, 
1 
ro = SHOWN 
to 12 
to 12 
to 11 
to 10 Style 2367A 
to 10 Black kid blucher. 
to 10 Long inside counters. 
to 8 12/8” leather hee! 
with 3%” rubber top lift. 
to 8 Also in white. 


EE 

EEE. 
EEEE. 
EEEEE. 
EEEEEE. 
EEEEEEE . 
EEEEEEEE . 


fF FWWWWWWAW 


Fast 24-hour in-stock service . .. larges! size-range in world! 
Some styles 2% to 13; AAAAA to EEEEEEEE 


WRITE FOR CATALOG SHOWING DR. SCHOLL'S MEN’S AND WOMEN'S SHOES 


THE SCHOLL MFG. CO., INC. 


Chicago 10, Illinois, New York 11, N. Y., Los Angeles 58, Calif. 
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Sample Room ts. Store Buying: 


**P'im at the Hotel...” 


The author of this article emphasizes the advantages of sample 
room buying as opposed to store buying. Number one advantage: 
the retailer can see the complete line, every style, every color. 


’M at the hotel. . . .” I use 
this phrase not less than a 
thousand times a year, for I 
am of the breed known as “sample 
room men.” Selling from a sample 
room is so far superior to “gripping” 
shoes, both from the salesman’s and 
the buyer’s point of view, that it is a 
marvel to me so few men, compara- 
tively, work this way. 
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Before we look at its many advan- 
tages, let me state this: the line I carry 
is a “fringe” category, representing 
only three per cent of the average re- 
tailer’s total volume. It follows, there- 
fore, that it is not the pulling power 
of a branded line of shoes that brings 
the buyer to my sample room. Nor 
does my factory sell on a franchise 
basis: we sell anyone whose credit is 
checked; avoiding only discount 
houses, mail order houses, national 
chains, and jobbers. True, we do 
make a quality product in a middle- 
of-the-road popular priced field and 
have, therefore, dozens of firms that 
copy our footwear more or less suc- 
cessfully—naturally at lower prices. 

I cover Eastern Pennsylvania, South- 
ern Jersey, Delaware, and Eastern 
Maryland—a highly competitive ter- 
ritory for any salesman. Yet in the 
years I’ve been using sample rooms I 
have shown consistent increases in 
volume and have continued to add new 
accounts to my list of customers. 
Why? 

Consider, first of all, why the buyer 
should come to the hotel to see me. 
And they do come, from distances of 
over fifty miles; although the effective 
range of any “selling point” is, with 
my line, about 25 miles. The first, and 
most important reason, why a retailer 
comes to my sample room is that he 
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can see the complete line: every style, 
in every color. He selects what he 
wants, sets the chosen samples on the 
work table, and can review the total 
picture at a glance. An account of 
mine in Freehold, New Jersey, told 
me: “When a salesman grips shoes 
into my store, he first culls the line 


by ALBERT JUDELLE 


so he can carry it. In other words, he 
is deciding before he shows me the 
line which shoes I should not buy. 1 
want to do that!” 

The second major reason for a 
buyer preferring the sample room is 
that he buys without disturbance. He 
can think more clearly, choose more 
wisely, buy more logically. To quote 
a customer from Bethlehem, Pennsyl- 
vania, who came to my room one eve- 
ning: “I was busy all day with sales- 
men. Because of constant interrup- 
tions, and because of buying piece- 
meal, from part of a line at a time, I 
wound up the day not really knowing 
what I did buy from each of those 
men! When I come up here, I make 
my selection in less than thirty min- 


utes, and know just what I’m doing!” 


A third important reason, and one 
all too often overlooked, is that when 
a buyer works in a sample room he 
divorces his buying activities from the 
actual work of running his store; so 
that his store operation is more effec- 
tively managed through not being in- 
terrupted by salesmen. He leaves his 
store when he is able to do so, or 
works in the evening, at sample rooms. 
The rest of the time his is “on the 
job” selling, supervising, taking care 
of the million and one details of a 
modern retail shoe business. 

But what about myself? Where do 
I benefit from this so-called expensive 
way of doing business? How do I 
justify the time between customers? 

To begin with, let’s kill one mis- 
taken idea. Sample room selling is 
NOT expensive. Sure, room rates are 
high: sample rooms run double or 
more the usual hotel sleeping rates; 
most meals are eaten in the hotel, fre- 
quently with guests; often there are 
added room service costs. But let’s 
break it down into some sort of sensi- 
ble comparison: Most of the men 
gripping shoes drive from thirty to 
fifty thousand miles a year. I drive 
ten! This saving of not less than 20,- 
000 miles of driving costs offsets the 
extra costs of hotels. But we must 
consider an important “plus” factor: 
the tremendous saving of time! Any 
shoe man will tell you that it is hard 
to average more than eight or nine 
calls a week, working as most men 
do, from Monday morning to Friday 
afternoon. My average week consists 
of two hotel stops; my average hotel 
stop means working with ten accounts! 
Thus I can work with twice the num- 

(CONTINUED ON PAGE 72) 
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New Volume Builders 


in the 
Broadway Line 


2394 italian style Casual. 
White binding around top 
of tongue and white slash 
on quarter 


2399 Italian style Casual. 
Vamp and quarter black 
quilted kip. Black patent 
swirls and foxing. 


2400 italian style Casual. 
Vamp and quarter white 
quilted kip. Black patent 
swirls and foxing. 


A combination of smart styling, casual comfort 
and popular price assures these three Broadway 
models of real volume demand in your shoe 
department. 


See them—and the entire Broadway line — 
before you make any commitments on men’s 
dress shoes. For prices and full details, see your 
J. W. Carter representative, or write directly to: 


J. W. Carter Company 


P. O. BOX 30 © NASHVILLE, TENNESSEE 





New Leathers and Colors 


(CONTINUED FROM PAGE 37) 


richly aniline leather available also in men’s weights. For 
unlined women’s shoes there is Alura, aniline-dyed; Man- 
itou and Fluff, full grain leathers for unlined casuals; 
Twinkle, a soft, buttery, full grain leather for both unlined 
and lined women’s shoes. 

A special tannage is featured in Nakoma, with a light 
aniline finish. Broadway and Continental are two new 
grains in the Oneida line for men. For over-all and com- 
bination type children’s shoes, Rueping is offering a soft, 
velvety-napped snow white Rue Buck leather, according 
to Walter Schroeder, vice president and sales manager. 


SURPASS LEATHER COMPANY. An Eastern flavor 
pervades the color themes of four tannages from this 
tanner. In the semi-luster smooth kid, seven new colors 
include Porcelain, Confuchsia, Wild Rice, Jasmine Leaf 
and Yum Yum Plum. In the Lustre Kangaroo, 12 fashion 
colors have been introduced and are being used in some 
top high style women’s lines, according to Sylvie Hamilton 
Gallagher, fashion director. 

Imperial Kangaroo, another Surpass development, a 
shrunken grain leather in 10 fashion colors, has been 
specially tanned for unlined shoes. Babygator, a printed 
and shrunken luster, is being made in nine new colors 


with four kinds of gold included. 
L. H. HAMEL LEATHER COMPANY, INC. These 


makers of linings for men and women report the best 
colors are white and Rock Candy in the women’s linings. 
The trend is toward lighter lining colors, according to a 
company spokesman. 


When Hamlet exclaims in the Shakespearian play that 
“Your ladyship is nearer to heaven than when I saw you 
last, by the altitude of a chopine,’ few modern playgoers 
realize he’s referring to a popular English shoe style of the 
playwright’s time: 

At first this was simply an overshoe, designed to be worn 
over a soft leather slipper. It was necessary because English 
streets were muddy, and rubber boots hadn’t been invented 
yet. The chopine was a clog made of wood which strapped 
onto the foot and raised the wearer a bit with the help of 
stilts placed crosswise under the heel and under the instep. 
With the passage of time these stilts grew longer, until they 
reached the astounding height of 12 to 18 inches. 

It’s hard to imagine how women managed to walk along 
the streets while wearing such shoes. Historians of the time 
do point out that each lady required an attendant on each 
side to help her, and as she maneuvered her way along she’s 
described as resembling a “walking Maypole” more than any- 
thing else. 

This fashion seems to have delighted young bachelors, be- 
cause according to some records they were only too happy 
to come to the assistance of a chopine-wearing lady who was 
young and pretty. However, when the damsel happened to 
be wed and her husband heard about such assistance, he 
sometimes called her stylish shoes a “scaffold” and referred 
to her as a “half-er,’ which meant half woman and half 
timber. These were such cruel-sounding names to her gently- 
bred ears that they frequently reduced the modish woman to 
tears. 
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men in this area are apparently tir- 
ing of the narrower and higher 
heels and are turning to shoes in 
21/8 and 18/8 heights. 

Resort wear was off to a good 
start around Christmas and reached 
its peak in early January. A man- 
ager of a downtown salon said, 
“We’re so jammed and snowed un- 
der not only in high style clearance 
shoes but in resort wear that we put 
on extra help for the first time ever 
after Christmas!” Whitened colors, 
bone, red and several tones of blues 
in polished kid and calfskin, silk 
prints and crushed kids in gold, off- 
white, blue, pink and yellow were 
selling well. 

Thongs in gold kid and in nylon 
velvet were in demand at one store, 
selling at from $10.95 to $13.95. An- 
other store reported reorders nec- 
essary in Spring-o-Lators, in both 
gold metallic and in Vinyl with 
black and with white dyeable satin 
with a rhinestone band and with 
jeweled heels, selling at $13.95 and 
$14.95. A bejeweled T-strap num- 


ber with rhinestone studded heel 
and in clear Vinyl and lame pointed 
pumps in gold and silver with a 
rhinestone throat ornament were 
popular. 

Men’s shoe retailers believe the 
trend from black to brown in men’s 
dress shoes along with the growing 
demand for shoes of lighter weight 
and softer construction will stimu- 
late earlier-than-usual spring busi- 
ness. Several retailers were already 
pushing the burnished brown or 
brown brushed with black for the 
younger set, emphasizing that this 
color can be worn well with any 
color in the young man’s wardrobe. 
Men’s spring shoe promotions do 
not start until well after women’s 
spring wear, the biggest promotions 
of which were expected to be insti- 
tuted from January 15 to the end 
of the month. 


Stormwear Remains On 

Shelves at Minneapolis 
RUBBER footwear is moving 
slowly at Minneapolis, no doubt be- 
cause there has been no snow in the 
city most of the month. One buyer 


said that a few shoppers who had 
purchased snow boots returned them 
when the snow disappeared. 

Black calf and black suede also 
continued to get the nod of shoppers, 
and black patents for spring started 
to move, too. Most popular heel 
height was the 23/8 with closed heel 
and toe the general style trend ex- 
cept for the holiday numbers. In 
the latter, the open styles were very 
popular. 

Resort and cruise shoes also 
started to move especially straws and 
colored leathers. Popular shades 
were beige, tan, bone and mist green. 
Bare back wedgies also were bought 
for southern wear. Milan straws 
and a multi-color kid leather with a 
turned-up turban toe got the nod of 
potential travelers for casual wear. 
Very few other casual styles moved. 

Dressy boots appeared to be more 
interesting than last year at this 
time. Both leather and suede styles 
with a cuff on top were bought not 
only for general wear but for Christ- 
mas gifts as well. Both the medium 
and higher heel sold well. 

Men’s shoe volume held up well 

(CONTINUED ON PAGE 71) 





MACE tM THE USA 


IN STOCK 
STACKED HEELS 


Red, blue, brown, 
black, grey, 
bone, white. 


Sizes 4 to 11 — Widths AAAA to C 


RETAIL ABOUT 10.95 


British Classics, Ine. 


146 DUANE STREET, NEW YORK 13, N. Y. 
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From The Robert Youngson Production “THE GOLDEN AGE OF COMEDY” 


Don’t do it backward... get 
Leathers by Irving: 


Irving Tanning Company 
134-140 Beach Street, Boston 11, Massachusetts 





The Wholesaler—He Refused to Die 


by M. K. WEIL 
M. K. Weil Shoe Company 


THE PAST twenty-five years have 
seen many changes in the scheme 
of distribution of shoes. In that pe- 
riod many manufacturers have es- 
tablished branches in growing mar- 
ket areas. This has brought cries 
that the wholesale method of dis- 
tribution is doomed. It is a favorite 
topic among some economic theo- 
rists. 

When attempts were made to 
shorten the distance and reduce the 
distribution costs between manufac- 
turers and consumers, attention in- 
evitably focused upon the wholesale 
distributor. 


A Vital Service 

Too often one hears this assertion: 
“Eliminate the middleman and you 
solve your distribution problem,” 
but anyone who has studied the eco- 
nomics of distribution understands 
that such a program is generally 
found unsound. The truth is that the 
wholesaler has contributed materi- 
ally to the orderly expansion of 
profitable distribution and continues 
to render a vital service to both the 
manufacturer and his customers. 

The retailer must stock innumer- 
able styles in sizes. From an eco- 
nomic standpoint it is impossible for 
him to operate successfully and eco- 
nomically unless he can buy many of 
these items in small quantities and 
at a reasonable cost. Years of expe- 
rience have conclusively proved that 
the wholesaler is the most economi- 
cal medium to get these many varied 
styles and types of shoes into the 
hands of the ultimate consumer. 

Can you imagine what a difficult 
and expensive situation would exist 
if the average retailer were com- 
pelled to deal directly with hundreds 
of manufacturers for everything he 
purchased? Reverse the picture and 
consider for a moment what the sit- 
uation would be if the average small 
manufacturer had to obtain his dis- 
tribution by calling on thousands of 
retail outlets. Can you conceive of 
the inventory problem in a retail 
store if the owner had to buy direct, 
and place orders for minimum lots 
distributed by a manufacturer, quan- 
tities so small the manufacturer 
could seldom economically handle 
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them within the limited needs of 
the retailer? 


A Reserve Inventory 

The wholesaler, in effect, main- 
tains a warehouse for the distribu- 
tion of shoes to the retail outlets. 
By dealing directly with the manu- 
facturer he can buy in quantity and 
his service charge—profit—is in 
most instances far less than the ex- 
pense involved if a retailer were to 
attempt to deal directly with many 
sources of supply. The wholesaler 
maintains a reserve inventory for 
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the convenience of the retailer. The 
retailer can call him at a moment’s 
notice and get any needed quantity 
or special merchandise, irrespective 
of the size or the amount, and with 
rapid delivery. 

The modern, alert and progressive 
wholesaler is the business counselor 
and adviser to the retail merchant. 
His promotional aids and guidance 
and his educational program for the 
retailer provide in themselves a ser- 
vice that other organizations could 
not render as economically as can 
the well-organized wholesaler. He 
can help materially with suggestions, 
mark-up, display advertising. He 
can give complete information on 
new shoes being introduced, and 
assist in selection. He can give sug- 
gestions on store layout and reno- 
vating. He can save the retailer 
the tremendous expense of freight 
charges on hundreds of small ship- 
ments and the burden of hundreds 
of checks to be issued. 

The wholesaler is the retailer’s 


nearest, quickest, most economical 
and most dependable source of sup- 
ply. He acts as a storehouse for 
many items which otherwise would 
tie up the retailer’s capital. The 
wholesaler’s credit manager can ad- 
vise the retail customer on all mat- 
ters of finance, insurance, tax, de- 
preciation, interest and investment. 

The wholesaler continues to con- 
tact the retailer during both depres- 
sion and prosperity. He cannot with- 
draw when times are poor. 

The wholesaler didn’t “just hap- 
pen.” Retail stores needed an insti- 
tution doing the work and rendering 
the service the wholesaler gives. Be- 
cause there was a need, the whole- 
saler came into being. The service 
to the consumer by the retailer, the 
development of maximum profitable 
sales volume, and the retailer’s bene- 
fits to the community can be easily 
traced to the wholesaling system. It 
is no exaggeration to say that the 
standard of living in the western 
area, in the early days, was able to 
relatively keep pace with that of 
more populated sections of the coun- 
try only because there was a good 
wholesaler on the job. 


Need Continues 


The times have changed but not 
the need for the wholesaler. It is 
true that he must be progressive and 
must meet new and_ constantly 
changing conditions and situations. 
But we should have little patience 
with any theory that the wholesaler 
is a needless middleman and has no 
place in our economy. 

It is timely for someone to come 
to the defense of the wholesaler. He 
has an important place in our econ- 
omy and is the best insurance for 
the continuation of small business. 

Wholesalers are indispensable to 
our present mass production meth- 
eds. Let us liquidate for all time 
any idea that the wholesale organi- 
zation is a needless business enter- 
prise. There has been much talk 
about the need of aiding small busi- 
ness. Such discussions are a waste 
of time if they are predicated on the 
misconception that one way to help 
small business is to eliminate whole- 
saling. On the contrary, no greater 
contribution can be made to the 
maintenance of small business than 
to continue and expand the services 
of the wholesaler. 
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during the month, although a leading 
men’s store said that it did not ex- 
pect to equal last year’s figures. 
Lack of cold weather was the cause 
of a drop in heavy lined boot busi- 
ness, one department manager point- 
ed out. Slippers generally sold very 
well. Dressy shoes, which started 
out slowly the beginning of Decem- 
ber, picked up considerable momen- 
tum as the holidays approached. 
Black and dark brown continued to 
be about equal in customer popular- 
ity. 

Children’s shoe business picked up 
considerably from its doldrums last 
month with a variety of dressy types 
for the holidays selling for both boys 
and girls. 


San Francisco Merchants 

See Banner Year in ’60 

THE NEW year 1960 will be a 
good one for retailers in the San 
Francisco area. That is the opinion 
of leading merchants here. Inven- 
tories will probably be kept at a 


good level, advertising promotions 
will be stronger, and competition 
will be keener. 

With more and more manufactur- 
ing and distribution plants being 
opened in the San Francisco Bay 
area, employment is expected to 
continue at a high level. New build- 
ing is also going ahead at a strong 
pace. Money rates are going up but 
this does not seem to curtail loan 
requests because wages and sala- 
ries are higher. All these factors 
contribute to the belief that the 
year 1960 will be a good business 
year. 

Shoe merchants ended the year 
1959 with sales totals running from 
five to ten per cent over the pre- 
vious year. Profit margins were a 
little lower, due to increased costs, 
but even then left a satisfactory 
net. 

Christmas and holiday sales were 
excellent, starting early in the 
month and continuing right up to 
the last minute rush. Good weather 
was one contributing factor. And 
some shoe retailers boosted their 
sales totals by starting clearance 
sales a week or two before Christ- 


mas, and continuing them right on 
through into January, with the idea 
of getting their shelves cleared for 
the new spring merchandise. 

Many of the leading downtown 
stores have branches in outlying 
areas and are finding them good 
sources of additional income. 
Several new shopping centers are 
being planned for this year. 

These do not seem to be seriously 
effecting the downtown merchants, 
who have been instrumental in pro- 
viding hundreds of additional down- 
town parking facilities. There is 
plenty of business for all because 
of the heavy increases in popula- 
tion. 

That is the encouraging San 
Francisco retail picture as the new 
year starts. 


Walter Zimm, a former shoe 
traveler, has opened a women’s 
and children’s retail operation, 
Corysan Shoes, in Watertown, 
N. Y. Mr. Zimm represented Air- 
Tred Shoes Corporation and Robin 
Hood division of Brown Shoe Com- 
pany. 
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2565 — Black pateht 
B,C, D 8% -12; 
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“I’m at the Hotel” 
(CONTINUED FROM PAGE 67) 


ber of retailers in any one week that 
a man gripping shoes can possibly 
manage. For that reason, I am able 
to contact my accounts on an average 
of four times a year without trouble, 
even though I have well over three 
hundred customers! Salesmen for 
competitive lines see these same ac- 
counts only twice a year . . . and my 
total traveling expense is no more than 
theirs! 


As to “wasting time” in a sample 
room—I open in the town of Sha- 
mokin, Pennsylvania, to work with 
just four people. I get there in the 
morning, leaving the following morn- 
ing. On one trip, immediately after 
unpacking, I walked over to one cus- 
tomer to make an appointment and 
in his store met a friend of mine with 
his line displayed. He had been there 
since the store opened at nine; at five- 
thirty that afternoon the owner of the 
store came to my sample room. He 
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told me he had “just finished” work- 
ing with my friend! This chap who 
grips shoes was in one store one en- 
tire day . . . during that same time I 
had worked with three accounts, and 
at five-thirty was finishing with my 
fourth and last. Which of us “wasted” 
time ? 

So much for the defense! The posi- 
tive virtues are more obvious. It is 
easier to sell when you have the cus- 
tomer “isolated”; undisturbed, he can 
concentrate on what he is doing and 
buy more intelligently. Obviously, too, 
when you show a complete line, you 
have more ammunition: you can steer 
him into better selling numbers be- 
cause you can show him all numbers. 
Also, in every line, as in mine, there 
are some slow items that are neverthe- 
less good—in a sample room they are 
on display: a constant reminder to the 
salesman and the retailer. It is fan- 
tastic how much can be picked up from 
the fringes of a line! An account of 
mine in Wilkes-Barre has been using 
one part of my line for ten years; dur- 
ing that time he wouldn’t consider an- 
other category we make. This year, 
casually looking at it as he oo 
does, he said he’d like to try them . 
to the extent of 600 pair! Jt pays to 
show every item you have to sell! 

It may be true that I lose some bus- 
iness from accounts that I can’t get to 
my sample room — but no salesman 
can sell everyone and my increases are 
as good or better than the rate of in- 
crease of my factory. I doubt if I’m 
losing too much. And, finally, I 
learned long ago that no product is 
worth more than the value a salesman 
puts on it. I value my line at a “sam- 
ple room” level. So do my customers! 


Jack Crosby, formerly with Rich- 
ard’s, a National City Stores affili- 
ate at Miami, Fla., has been named 
merchandise manager of the men’s, 
women’s and children’s shoe depart- 
ments at Gold & Company, Lincoln, 
Neb. He succeeds Leon Israel, who 
several months ago was promoted 
to promotion manager for the en- 
tire department store. Mr. Crosby 
also will buy women’s and chil- 
dren’s shoes. Conrad Schleiger con- 
tinues as men’s footwear buyer. 
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..- Salesmen on the Road 





by BERNICE S. DECKER 


NSTA’s Golden Year 


THE YEAR 1960 marks the Gol- 
den Anniversary of the National 
Shoe Travelers’ Association, Inc. 
The organization has had its ups 
and downs over the years, but 
passes the half-century mark a 
more closely knit organization than 
ever before. Membership is at an 
all-time peak. 

Hence, we are briefly reviewing 
the history of this association, 
which aims to improve the position 
of the shoe traveler and to sponsor 
projects beneficial to the shoe in- 
dustry as a whole. 

The association was born in Bos- 
ton with four member groups: The 
Boot and Shoe Travelers of New 
York, Shoe Travelers Association of 
Chicago, Boston Shoe Travelers and 
the Southern Shoe Salesmen’s As- 
sociation. In 1911 five more asso- 
ciations joined and on July 12, 1912, 
NSTA incorporated and received a 
charter from the Commonwealth of 
Massachusetts. 

First officers were J. E. O’Brien, 
president; A. H. Hopkins, vice-pres- 
ident; F. W. Stanton, secretary, and 
S. A. McOmber, treasurer. Other 
names appearing on the charter are 
William F. Prather, James D. Sheri- 
dan, George W. Smith, George L. 
Starks, Harry Dwyer and George T. 
Chase. 

Headquarters were in Boston 
until 1942 when, on convention vote, 
the office was moved to Chicago. 
Norman N. Souther was elected sec- 
retary-treasurer at this time, a posi- 
tion he held until 1955, when he 
retired due to ill health. 

The office was again moved, this 
time to St. Paul, Minn. E. J. Trench 
was elected secretary and Paul D. 
Cook, treasurer. 

The total number of member as- 
sociations is being increased to 16 
this month with the affiliation of the 
Middle Atlantic Shoe Travelers. 
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Election Season 


THE past six weeks have been an- 
nual election time for local shoe 
travelers’ associations. By the end 
of the month practically all will have 
completed electing their 1960 slates. 
We hope to continue our brief 
sketches of “local prexies” through- 
out the coming months. 


About Self-Selection 


THE pattern of retail merchandis- 
ing is changing—and rapidly. Self- 
selection in one form or another has 
become a challenge to all retailers. 
Many have already adopted it to 
some degree; the sixties will force a 
change-over on others. 

The shoe traveler is alerted to his 
responsibility to his retail customers 
in this changing scene in the latest 
“Operational Know-How” lesson for 
the salesmen’s division of Independ- 
ent Shoemen. 

Salesmen are reminded that they 
are the men who get around from 
neighborhood store to shopping cen- 
ter, to department store, to Main 
Street, to the highway store, and 
sometimes to the discounter. Thus, 
it is pointed out, they are in a better 
position to evaluate the sales ad- 
vantages and store personality of 
each. 

Salesmen are reminded it is their 
job to see that customers are advised 
in the various methods of “self-selec- 
tion” and told how to coordinate it 
with old-fashioned service. 

As the middle-men in this chang- 
ing picture, the salesmen are advised 
to help their retailers become expan- 
sion-minded through new selling and 
display techniques. The result will 
be that sales will come faster and 
dollar turnover per square foot will 
be greater. 


A Veteran Traveler Retires 
THE first of the year marked the 
retirement of one of the best known 
veterans among _ shoe _ travelers. 
Charles Havranck has decided to 
bring an end to his some 21 years 
of calling on the New York trade 
for the Swan Shoe Company. Since 


Send contributions to: Mrs, Bernice S. Decker, Salesmen 
on the Road Dept., 228 Greenwood Blvd., Evanston, Ill. 


he started in the shoe business in 
1895, Mr. Havranck has some 65 
years of service in the industry to 
his credit. 

He began as a clerk with the 
John J. Lattemen’s Shoe Company 
and later joined Griffin-White Shoe 
Company in 1905. He became asso- 
ciated with Swan in 1938. 

He has been a member of the 
Boot and Shoe Travelers’ Associa- 
tion of New York since 1932. He 
served as its executive secretary 
for many years and continues as 
secretary emeritus. Despite his 
many service bars, he is in excel- 
lent health. 


Hints from Herbst 


HERBST Shoe Manufacturing 
Company is one firm that believes in 
making use of its salesmen’s vast 
amount of experience and knowledge 
about shoe retailing. The firm re- 
cently began issuing an attractive 
and colorful but simply printed set of 
retailing hints and suggestions. En- 
titled “Profit, a Guide to Improved 
Shoe Retailing,” it consists of brief 
comments on various merchandising 
activities. 

These are offered in the form of 
problems, with the solutions furnish- 
ed by the various salesmen. They 
cover such subjects as outdoor adver- 
tising, consumer education, obsolete 
stock, shoe store management, cus- 
tomer relations and repeat  pur- 
chases. 

Each subject is treated separately 
on an 814-by-11l-inch sheet so it can 
be placed in the retailer’s file by sub- 
ject heading. 


Insurance Cancellations Hit 


THE National Council of Sales- 
men’s Organizations, Inc. has recent- 
ly taken steps to curtail what the or- 
ganization contends is detrimental 
action by insurance companies. The 
Council reports it has been advised 
that from time to time some insur- 
ance companies have “arbitrarily 
and without good and_ sufficient 
cause, cancelled and/or refused to re- 
new liability insurance carried by 

(CONTINUED ON PAGE 86) 
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Shoe News 





Crown Chain to Open 20 Stores in Detroit 


CHICAGO—The Crown “shoe su- 
permarket” chain plans to expand to 
more than 50 units by opening at 
least 20 stores in the Detroit area 
this year. 

Already the three-year-old chain 
is well established in greater Chi- 
cago and Milwaukee. A pilot store is 
in operation in Cleveland, and eight 
other units will open there simul- 
taneously in the spring. 

In Detroit four stores will debut 
later this month, the rest by August 
31. In addition to footwear, half of 
the Detroit stores will also stock a 
full line of men’s, women’s and chil- 
dren’s clothing. Robert L. Wolf, 
president of Crown Self-Service 
Stores, Inc., says these units will 
be “virtually complete self-service 
apparel stores.” 

The Crown chain, which de-em- 
phasizes fitting services, has grown 
fast since opening its first store in 
Gary, Ind., in February 1957. Al- 
ready 23 stores are operating, in- 
cluding the one in Cleveland. 

Mr. Wolf predicts Crown will re- 
cord a volume of “at least $6 mil- 
lion” in 1960. He says self-service 
shoe selling in general will account 


for about $300 million in sales—or 
6.5 per cent of total anticipated shoe 
volume of $4.6 billion. 

“Self-service will be the most im- 
portant single factor in boosting 
total shoes sales in 1960,” Mr. Wolf 
contends. He adds: “Shoes particu- 
larly magnify in shopper appeal 
when sold in self-service, because 
customers are freed from salesman 
pressure. 

“Our market studies show that 
most women feel frustrated in ‘sit 
down’ shoe stores where they rarely 
have the satisfaction of seeing all 
the stock. Self service ‘liberates’ 
shoppers.” 

In the Crown stores, shoes are dis- 
played in open boxes on slanted 
shelves. The shelves form rows 
which are clearly marked as to size. 
Customers fit themselves and carry 
their selections to a check-out cash- 
ier. 

Shoeman Wolf maintains, some- 
what radically: “Women can fit their 
children and adults can fit them- 
selves every bit as competently as 
95 per cent of salesmen can fit 
them.” 





Los Angeles Retailers Plan ‘Ripple Sole Shoe Week’ 


DETROIT—A “Ripple Sole Shoe 
Week” promotion will be staged in 
the Los Angeles metropolitan area 
early this year. Similar campaigns 
have been conducted with success in 
Tucson, Ariz., and Detroit. 

Ripple Sole officials point out that 
Los Angeles is a “logical” site for 
the promotion, since the city is the 
“birthplace of the Ripple Sole.” The 
sole was developed by Nathan Hack 
in the Human Factors Laboratory 
of the University of Southern Cali- 
fornia. 

In addition the revolutionary sole 
product drew a favorable response 
from local residents when it was 
first introduced there. 

The Los Angeles “week” was 
planned in a series of meetings be- 
tween Leo Masters, national retail 
store coordinator of Ripple Sole Cor- 
poration, and local retailers and 
travelers. 
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The promotion will follow the 
same pattern as in the other cities. 
Extensive advertising and publicity 
efforts are planned via newspapers, 
radio and television, window displays 
and in-store promotional tie-ins. 


Sandals Account for 20 Pet. 
Of Greece’s Footwear Output 


ATHENS—Footwear production 
in Greece currently totals about 15 
million pairs annually. Sandals ac- 
count for about 20 per cent of this 
total. 

About half of all women’s shoes 
sold are sandals. In children’s shoes, 
sandals represent more than 75 per 
cent of sales. But in men’s footwear, 
sandals are only a small percentage 
of sales. 

The per-capita consumption of 
shoes and sandals of the urban popu- 
lation is about 1.4 pairs annually. 


‘Shoe Market’ Symbol 


Artist's sketch of new symbol for St. 
Louis "Shoe Market of America” is dis- 
played by Charles N. Arend (left), gen- 
eral chairman of 1960 show, and Arthur 
Gale, executive secretary of St. Louis 
Shoe Manufacturers Association, which 
sponsors the May 1-4 showing. 





‘Seventeen’ Magazine Plans 
Four-Month Shoe Promotion 


NEW YORK — Seventeen maga- 
zine will inaugurate a four-month 
promotional plan for shoe retail 
stores and departments in an effort 
to “coordinate shoe sales with peak 
ready-to-wear buying seasons.” The 
campaign will be launched in the 
February issue and continue 
through May. 

A two-page feature in each of the 
four issues will introduce a theme 
for one segment of the program. In 
February, shoes will be tied in with 
an apparel wardrobe for “Spring 
Semester.” For March the focus 
will be on footwear in neutral 
tones; for April white shoes will be 
keynoted, and for May, bright 
leathers. 

Retailers tying in will be pro- 
vided with a “flip-over” promotional 
piece with a different poster for 
each month. Merchandising sugges- 
tions and display and advertising 
ideas will also be provided, the mag- 
azine said. 

Seventeen’s editors said the new 
program replaces the magazine’s an- 
nual March shoe campaign. 


Spray Shine on Television 

NEW YORK—The makers of 
Esquire shoe polish are promoting 
their Spray Shine, a new product, 
with spot commercials on the Jack 
Paar Show over NBC-TV. 


Boot and Shoe Recorder 





November Footwear Prices 
About the Same as October’s 


WASHINGTON, D. C.— Retail 
footwear prices in November were 
6.8 per cent higher than a year be- 
fore, the government disclosed. 

The Bureau of Labor Statistics’ 
consumer price index for footwear 
reached 139.2 (with 1947-49 prices 
as a base figure of 100). The index 
was up only slightly (0.5 per cent) 
from October ’58. 

Meanwhile, the  government’s 
wholesale price index for footwear 
stood at 133.6 in November (again 
with 1947-49 as the base years). 
This figure was virtually unchanged 
from the previous month’s 133.5 but 
prices were 8.7 per cent above the 
level of November ’58. 


The Doumitt Shoe Company of 
Portland, Ore., specialists in or- 
thopedic shoes, have opened new 
quarters on the street floor of the 
just completed 14-story Portland 
Medical Center Building. Owner 
Philip Doumitt features Foot-So- 
Port and custom-made orthopedic 
shoes for men, women and children. 


Edison Bros. Names Assistant VP’s, Fills 


JOSEPH FINGERHUT HENRY WINER 

ST. LOUIS—Three new assistant 
vice-presidents of Edison Brothers 
Stores, Inc., have been named by the 
company’s directors. 

The three are Joseph Fingerhut 
and Henry Winer, handbag buyers 
in the firm’s accessory division, and 
Barney Lebowitz, buyer of the sport 
shoe division. All rose through the 
ranks from positions as salesmen. 

Meanwhile, Francis J. Wetta, an- 
other assistant vice-president, has 
been appointed sales manager for 
Edison’s Pacific Coast division, with 
his headquarters in St. Louis. He 
was formerly regional manager in 


Sales Post 


BARNEY LEBOWITZ FRANCIS J. WETTA 


the San Francisco area. In the new 
post he will supervise 112 stores in 
all states west of the Rockies. 

Frank A. Fiser succeeds Mr. Wetta 
in San Francisco. He has been serv- 
ing as regional manager in the Paci- 
fic Northwest. 


Hill Brothers is introducing su- 
permarket shoe shopping at a new 
shoe center in Decatur, Ill. Ap- 
proximately 10,000 pairs are on dis- 
play with prices prominently dis- 
played. Manager is William Monk, 
who has been with the company 
for two years. 
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A Shoeman Since Pre-High School Days: 
Philadelphian, 21, Runs Leased Department 


PHILADELPHIA—In the words 
of the popular ballad, “A good man 
nowadays is hard to find.” A good 
young man, that is. 

The National Chain Store Council 
and other retailer groups are won- 
dering out loud where the dedicated 
merchants of tomorrow are coming 
from. 

The sort of young man they are 
looking for is personified in 21-year- 
old David Segal, co-owner (with his 
father) and manager of the shoe 
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department at Sidney Arnold men’s 
haberdashery, at 1310 Walnut St., 
in downtown Philadelphia. 

Mr. Segal has been trained in the 
shoe business since boyhood—with 
his own consent and active participa- 
tion. His education in merchandis- 
ing, keeping stocks, and accounting 
has already equipped him to manage 
a shoe department with the profes- 
sional competence and poise of an 
older man. 

At the age of 12 he was wrestling 
stock in the family store, Horwitz 
Shoes, in North Philadelphia. As 
the years went by he worked part- 
time and—after high school was 
completed—full-time, in almost every 
branch of shoe marketing. He worked 
with a wholesaler, with a salesman, 
and in orthopedic shoes. where he 
learned shoe construction and actu- 
ally built orthopedic features with 
his own hands. 

Mr. Segal has found his knowl- 
edge of orthopedic shoes especially 
valuable in fitting customers at the 
Segals’ Sidney Arnold shoe depart- 
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Dave Segal (left) with father, Isadore 


ment. He is counting heavily on his 
skill as a shoe fitter to attract a 
broad clientele. 

“I’m a young guy and I look 
young,” Dave Segal says. “I’ve got 
to prove to the customer I know 
what I’m talking about. I fit very 
carefully and explain my recom- 
mendations in terms of last, toe 
room, etc. I find the customers, in- 
cluding older men, really appreciate 
this consideration.” 

Dave and his father, Isadore, 
owner and manager of Horwitz 
Shoes, lease the department from 
Sidney Arnold. Dave manages the 
new department and his father does 
the buying. 

“When it comes to buying I’m 
leaning on my father’s experience 
for the time being. He has an un- 
canny ability to select styles just 
as they are about to become popular,” 
the younger Mr. Segal says admir- 
ingly. 

Dave carries 30 to 40 different 
styles. They include a line of im- 
ports priced from $15.95 to $16.95 
and a high-quality American line 
priced from $19.95. 

Sidney Arnold is a medium-size 
store and Dave’s shoe department is 
small. The department consists of 
an aisle display, a wall display, four 
chairs; in all it encompasses about 
100 feet of floor space. The decor 
is conservative and tastefully con- 
ceived. 

The department is an excellent 
learning and testing ground, and to 
see Dave Segal work with a cus- 
tomer is to know he is well launched 
in his chosen career. 
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Fitting Policy Emphasized 
In Store’s Institutional Ad 


ROCHESTER, N. Y.—The Sibley, 
Lindsay & Curr department store 
prides itself on the fitting service in 
its children’s shoe department. The 
store feels that fitting is the most 
important element in children’s shoe 
merchandising. 

The store alerted Rochester area 
residents to its philosophy with an 
institutional newspaper ad that 
featured photos showing various 
steps in the fitting process. Sibley’s 
made these points about its opera- 
tion: 

© Sibley’s measures both feet, not 
just one, because no two feet ure 
alike. 

® Sibley’s experts know there is 
no machine that can tell whether a 
shoe fits properly. Only human hands 
can feel out the answer. 

© Walking is a part of every fit- 
ting, Sibley’s experts agree. They 
see how the shoe creases, how the 
heel hugs the foot in actual wear. 

© Periodically the store sends a 
reminder to mothers that it is time 
to have children’s shoes checked for 
fit. 


e About Shoe People 


Irwin Mirkin, buyer of upstairs 
store children’s shoes and subway 
store women’s budget shoes at 
Saks-34th, New York, has been 
given the additional post of buyer 
of all women’s shoes in the upstairs 
store. 

e oe 7 

Andrew Porada has _ been 
awarded one of the Albert Malsin 
Scholavships sponsored by the 
Tweuty-Five Year Club of The 
Ceward Shoe, Inc., New York. The 
scholarships are intended to fur- 
ther the vocational studies of Cow- 
ard employees. Mr. Porada is man- 
ager of the men’s department in 
the company’s store at Fifth Ave. 
and 34th St., New York. He is tak- 
ing evening courses at Long 
Island University. 


John Houghlin, who has been in 
the shoe business in Pauls Valley, 
Okla., for nearly 30 years, has re- 
tired after closing out his store. 


Leon Polstein of the Frederick 


Shoe Company, Atlanta, has been 
elected vice-president of the At- 
lanta Manufacturers and Distribu- 
tors Association. 


Robert L. Harbaugh has been 
named manager of a GallenKamp’s 
unit in Idaho Falls, Idaho. He was 
transferred from a similar post in 
Astoria, Ore. 


In Allied Fields... 


Jerry Partridge, director of pur- 
chasing and personnel for Wilner 
Wood Products Company,- Norway, 
Me., received a diploma after at- 
tending a Small Business Seminar 
at the University of Maine in Port- 
land. 

* a * 

Kivie Kaplan, treasurer and gen- 
eral manager of Colonial Tanning 
Company, Inc., guided famed edi- 
tor-author Harry Golden on a tour 
of Jewish Memorial Hospital in 
Roxbury, Mass. Mr. Kaplan is the 
hospital’s treasurer. 
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« What's New 


Modifications in Bareback Shoe Construction Patented 


HOLLYWOOD, CALIF. — Two 
patents have been granted to a 
Hollywood shoe manufacturer for 
what he calls improvements in the 
bridging element for bareback 
shoes. 

Jack Meltzer of Meltzer Shoe 
Methods has developed a complete 
“insole unit” and a complete “sock- 
lining unit,” both of which are self- 
adjusting when the foot is inserted 
or withdrawn from the shoe. 

Both processes have the trade- 
mark “Bridgettes” and both are 
available under license. 

The “insole unit” (U. S. patent 
2,844,891) consists of a sock lining 


Bareback with “sock-lining unit" 


that wraps around the insole, cush- 
ioning, heel pad, elastic and the 
like, to make an all-in-one unit. Ac- 
cording to Mr. Meltzer, the heel 
cushioning eliminates the possibil- 
ity of nai] penetration and makes 
heel nails appear non-existent. The 
bridging is hidden and the elastic 
concealed at all times, so that 
matching or soiled elastic is elimi- 
nated and the foot does not come 
in contact with the elastic. 

Another feature eliminates the 
seams between sections of sock- 
lining and elastic. 

Mr. Meltzer’s “sock-lining unit’ 
(patent 2,897,612) has a heel seat 


Bareback with Meltzer “insole unit" 


Year-Round Casual 


Men's Congo Boot, an ankle-high casual 
shoe by The Scholl Manufacturing Com- 
pany, Chicago, has built-up arch, one- 
piece crepe sole. It's made of soft 
glove leather in natural or brown. 





section which is formed in the na- 
ture of a pocket. In this pocket is 
the built-in bridging, concealed 
elastic, cushioning and an under- 
side covering. All these parts are 
stitched together and attached to 
the insole. Here too, the heel cush- 
ioning eliminates the chance of 
nail penetration. Other advantages 
of the insole unit are also claimed 
for this unit. 
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For the new, the different, 
the exciting, the promot- 





able, in Sandals, 
Casuals, and 


Scuffs. 


704 Natural 
Black, Redwood 
Full Sizes 6-12 


33722 Black 
33799 Hemlock 
Full and Half 
Sizes 6-12 


Ad Mats 
Available 


LION SANDALS INC. 


400 EAST 111th STREET, NEW YORK 29, N. Y. 
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THIS MONTH 


Twin City Shoe Guild, Shoe Fair, St. 
Paul Hotel, St. Paul. Minn.. .January 16-18 
Empire State Footwear Assn., Inc., An- 
nual Show and Convention, Onon- 
daga Hotel, Syracuse, N. Y. 
January 24-26 
Michigan Shoe Travelers Club, Spring 
and Summer Shoe Fair, Hotel Statler- 
Hilton, Detroit January 24-26 
New York Shoe Wholesalers Assn., 
Spring Show, members’ sample rooms, 
New York January 24-27 
Associated Shoe Travelers of Baltimore, 
Spring Shoe Show, Lord Baltimore 
Hotel, Baltimore January 24-27 


FEBRUARY 


Pennsylvania Shoe Travelers Assn., Inc., 
Summer Shoe Show, Hotels Carlton 
House and Penn-Sheraton, Pittsburgh 

February 7-10 

Mid-Season Shoe Fashion Week, Na- 
tional Shoe Manufacturers Assn., Na- 
tional Shoe Retailers Assn., National 
Assn. of Shoe Chain Stores and New 
England Shoe and Leather Assn., 
Waldorf-Astoria Hotel, New York. 

February 14-17 


APRIL 


Southeastern Shoe Travelers, Inc., Fall 
Shoe Show, Dinkler Plaza, Henry 
Grady, Peachtree on Peachtree, and 
Piedmont Hotels, Atlanta ....April 24-27 

Mountain States Shoe Travelers Assn., 

Fall Shoe Show, Albany Hotel, 
Denver April 24-27 


Shoe Market of America, St. Louis Shoe 
Manufacturers Assn., Hotels Sher- 
aton - Jefferson, Statler - Hilton and 
Lennox and St. Louis Merchandise 
Mart, St. Louis 

Popular Price Shoe Show of America, 
New England Shoe and Leather Assn. 
and National Assn. of Shoe Chain 
Stores, New Yorker and Sheraton-At- 
lantic Hotels and New York Trade 
Show Building, New York 

Southwestern Shoe Travelers Assn., Inc., 
Fall Shoe Fair, Adolphus, Baker, 
Southland and Statler-Hilton Hotels, 
Dallas 

North American Factory Management 
Conference and Shoe Machinery 
Show, National Shoe Manufacturers 
Assn. and Shoe Manufacturers Assn. 
of Canada, Netherland-Hilton Hotel, 
Cancianatt, OO. -..... apy stanecate May 13-16 

Pennsylvania Shoe Travelers Assn., Inc., 
Fall Shoe Show, Hotels Carlton House 
and Penn-Sheraton, Pittsburgh. .May 15-18 


a a 


Soviet Government Forms 
‘Sensible Footwear’ Agency 

NEW YORK—A permanent Sen- 
sible Footwear Commission has 
been set up at the Soviet Ministry 
of Health in Moscow, according to 
a report by Soviet Radio. 

Its job is to insure that both 
adults and children get shoes in ac- 
cordance with the requirements of 
hygiene and preventive medicine. 
At present they don’t, claims N. 
Priorov, chairman of the commis- 
sion and a member of the USSR 


Academy of Medical Sciences. Nar- 
row toe caps currently in fashion 
in Russia restrict the normal func- 
tioning of the foot, the professor 
says, and cause pain and deforma- 
tion. 

The new commission includes 
doctors and representatives of all 
organizations concerned with foot- 
wear manufacture. It will give at- 
tention to special footwear for 
miners, metal workers, agricultural 
workers and the population of ex- 
tremely cold areas as well as desert 
and mountain regions. 





Policemen, firemen, mail carriers 
who find walking an important part of their 


Shoes feature 
NEW ng leather soles that 
outwear any soling material! 


all men 





The Shoe Box, which has moved 
into a new location on Minneapolis’ 
Nicollet Avenue, sports a brilliant 
turquoise front and an Italian mar- 
ble entrance. Inside are imported 
green marble flooring, striped love- 
seats and a special greige wall 
treatment. Phil Bliwas operates 
the store. 
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Nationally 
advertised in— 


POPULAR 
MECHANICS 


Outdoor Life 


WRITE TODAY for the 
name of your nearest 
Shaw distributor, and 
new style foider and 
catalog, showing our 
complete line of men’s 
casual, dress, work and 
comfort shoes. 





“Oven 38 Years of Quality Shoemaking” 
T. SHAW Inc., Coldwater, Michigan 


job, insist on long wearing soles. Now you 
can give them super-wearing LEATHER 
soles, with all the comfort and satisfaction 
only leather can give. This new ARMATAN 
resin-impregnated oak leather outwears 
any soling material, protects against 
water damage and retains its shape! 
Note the famous Shaw “heeli-to- 
toe cushion” and other fea- 
tures described under the 
illustration. Never have 
you seen such a combi- 
nation of features in 
one steady selling, 
proven style — plus 
the selling power of 
genuine ARMATAN 
leather soles! 

Shaw's unique Trade Builder way of supply- 
ing you with OVERNIGHT service from 
the over 60 Shaw distributors in every sec- 
tion of the country, gives you low inven- 
tories, high profits, and SHOES WHEN 

YOU WANT THEM! 


MIKE Plump black leather with these famous 
Shaw comfort features . . . FULL HEEL-TO-TOE 
AIR-CELL CUSHION . . . CUSHION SIDE ARCH 
SUPPORT . . . RESILIENT METATARSAL PAD, plus 
combination leather counter pocket and backstay, 
storm welt, double ARMATAN leather sole, rubber 
heel, long counter, steel arch, twill lining, Nylon 
stitching, on our fine-fitting No. 1 Combination 
last. IN-STOCK to retail profitably at ci 95 — 
AN INCOMPARABLE VALUE! Se 


am "BUILDER 
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City-Like Promotion Tactics Succeed in Texas Town 


Big city sophistication in a small town window display has meant added sales 
for Ragland's of Kingsville, Tex. By creating a cosmopolitan atmosphere, the 
store successfully promotes quality footwear despite Corpus Christi competition. 


KINGSVILLE, TEX.—Using “big 
city tactics” in a small town has 
paid off profitably for the shoe de- 
partment of Ragland’s in Kingsville. 

Located deep in the heart of the 
King Ranch country and only 40 
miles from Corpus Christi, Rag- 
land’s decided to combat let’s-go-to- 
the-city shopping habits with a 
“fight fire with fire” approach. 

The store’s aim was to create an 
extremely citified atmosphere in the 
small town. To do this the manage- 


ment put many mediums, especially 
window displays, to work. Based in 
a modern building with escalator, 
Ragland’s lures the buying public 
through radio, TV, newspaper ads 
and direct mail pieces. 

One recent shoe and handbag pro- 
motion window reportedly drew ex- 
cellent results and helped establish 
Ragland’s as a center for shoes. 
Single shoes only were used in two 
groups. For sport casuals and flats, 
the theme was “There Was a Young 


Woman Who Lived in a Shoe.” 
Cocktail and dressy shoes were 
grouped together under the theme 
“Fancy Footwork.” By means of 
the window, the store went all out 
for shoes for several selling days. 

Max Fry, buyer for the shoe de- 
partment, said the window was re- 
sponsible for a 30 per cent increase 
in business during the week it was 
in place. 

The display was arranged by Mr. 
Fry and Miss Margaret Storey, dis- 
play director. 

“We are making new friends 
every day through constant efforts 
to awaken our public to the fact that 
we are also ‘the city’,” Mr. Fry says. 


Cannon Shoe Company has opened 
a new store in Ottumwa, Iuwa, with 
Darrell Hurd as manager. The 
building has been completely re- 
modeled and a new front con- 
structed. Cannon operates a men’s 
shoe factory at Baltimore and 113 
retail shoe stores from coast to 
coast. Mr. Hurd formerly was as- 
sociated with the company in 
Wichita, Kan. 





branded jobs 





SHOWING: JAN. 24-26 
SYRACUSE, N. Y. 
HOTEL ONONDAGA 


IN ATTENDANCE: CHARLES STERNBERG © LOU SILVER 





Broitman-Gaffin 
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Bound to be a hit! 
strap and shield. Value packed, too. Are you 
zooming to new sales 
Benders? Write for new catalog. 


#372—Black 


BCD 3% to 7 
BCD 7% to 11 


YOUNG BENDERS 


FOR BOYS—BIG BOYS—YOUNG MEN! 


Pillow swirl step-in with 


records with Young 


$4.65 
5.25 


made and sold by 


BENDER SHOE CO. 


Somerset, Pa. 
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Salesmen + Suppliers 





Allied Show Chairman 


Fred N. Phillips, who has been elected 
general chairman of the Allied Shoe 
Products Show for 1960. He is presi- 
dent and treasurer of Phillips-Premier 
Corporation and has been associated 
with the shoe industry most of his life. 





Arkansas Firm to Operate 
As a Subsidiary of Herbst 


CLARKSVILLE, ARK.—A plant 
will be erected here for the Clarks- 
ville Shoe Corporation, which will 
operate as a branch of Herbst Shoe 
Manufacturing Company, Milwau- 
kee, children’s shoe manufacturing 
firm. A bond issue to finance the 
construction was approved in a re- 
cent county election. 

Carl Smith, chairman of the in- 
dustrial development committee of 
the Johnson County Chamber of 
Commerce, said work will start 
soon. He stated that the new plant 
will make children’s shoes under 
the Child Life brand name. 

John F. Herbst, company presi- 
dent, said production will start 
about September 1 of this year. The 
plant will employ about 250. 


Scholarships in Tanning 


LOWELL, MASS. — Three stu- 
dents of leather engineering at the 
Lowell Technological Institute have 
received scholarships from in- 
dustry. New England Tanners’ Club 
scholarships of $500 each have 
been awarded to Edwin F. Kaine 
and Charles Cares. Roger Dalton 
has received a $300 scholarship 
from the A. C. Lawrence Leather 
Company of Peabody, Mass. 
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Dimensional Stability Improved on Coated Soles 


WASHINGTON, D. C.—A method 
for improving the dimensional sta- 
bility of impregnated sole leathers 
has been devised at the National 
Bureau of Standards for the Navy 
Bureau of Supplies and Accounts. 

In earlier service tests, the Bu- 
reau said, these leathers showed 
greater loss in thickness and more 
lateral expansion than ordinary veg- 
etable-tanned leathers used as con- 
trols. Results obtained in the Bu- 
reau’s study, however, indicate 
these defects may be eliminated by 
using hard resins in the impregnat- 
ing formulation and by rolling the 
leather under pressure of 4000 
pounds per square inch in finishing 
operations. 

Polymers are being increasingly 
used as filling materials for sole 
leathers, the Bureau said, because 
the final product not only wears 30 
to 50 per cent longer but is more 
resistant to water absorption and 
penetration than soles made from 
regular leather. 

During the impregnating process, 
a polymer coating is deposited on 
the leather’s fibers. This coating 
permits the fibers to slide over one 
another with ease, so that when 
compression occurs, lateral expan- 
sion or spreading is induced. 

To prevent this spreading was the 
purpose of the study conducted by 


B. H. Fouquet of the Bureau staff. 

First he devised a method for 
measuring the rate of spreading 
during compression of various types 
of sole leather, including both 
tanned and crust leathers as well as 
leathers treated with different im- 
pregnants. 

Ordinary sole and crust leather 
had very little lateral expansion. 
But some of the impregnated speci- 
mens showed considerable spread- 
ing over the entire range of 
pressures. 

From the results it was apparent 
that the amount of spreading de- 
pended on the type of impregnant 
used. Soft elastomers gave a very 
unstable leather and some of the 
resinous materials produced stiff 
leather. In one series of tests, spec- 
imens were treated with varying 
proportions of a blend consisting of 
a low viscosity elastomer and a hard 
brittle resin. It was found that 
equal parts of these two substances 
impart good dimensional stability to 
leather. 

Compression tests indicated that 
after the pressure reached 4000 psi, 
additional loss in thickness was 
negligible. Therefore, rolling the 
leather after impregnation to about 
4000 psi should be sufficient to pro- 
duce soles with desirable wearing 
qualities, the Bureau concluded. 





Genesco Acquires Men’s 
Clothing Maker-Retailer 


NEW YORK—Genesco, Inc., con- 
tinued its expansion outside the 
shoe industry by acquiring L. Greif 
& Bro., Inc., a men’s clothing manu- 
facturer and retailer with head- 
quarters in Baltimore. The price 
was reported to be more than $15 
million cash. 

Greif and two subsidiaries, 
English-American Tailoring Com- 
pany in Baltimore and the Roger 
Kent retail chain of 10 stores, are 
expected to increase Genesco’s. an- 
nual sales volume by as much as 
$35 million. 

The Greif organization is ex- 
pected to continue under the pres- 
ent management. It conducts manu- 


facturing operations in Pennsylva- 
nia, Virginia and Westminster, Md., 
as well as Baltimore. 

Greif becomes the 62d operating 
subsidiary of Genesco, formerly 
General Shoe Corporation. 


Riedell Occupies New Plant 


RED WING, MINN. — Riedell 
Shoe Company began operations in 
its new factory in the Red Wing 
Industrial Park with the shifting 
of the cutting department from the 
old plant to the new location. The 
shoe manufacturing firm planned to 
move its sewing, lasting and pack- 
ing departments, thus consolidating 
its entire operation in the new 
24,000-square-foot building. The 
structure cost an estimated $200,- 
000. 





40% of Men’s Shoe Output 
Will Be Casuals, Sears Says 


WEBSTER, MASS. — Forty per 
cent of all men’s shoes made this 
year will be casuals, predicts 
Richard Sears, executive vice-presi- 
dent of Bates Shoe Company, men’s 
shoe manufacturers. 

This percentage will represent an 
increase of 5 per cent since 1958 
in the proportion of casual foot- 
wear, and a 25 per cent increase 
over five years ago, Mr. Sears said. 
Total men’s shoe production, he 
said, will be about 80 million pairs, 
the same as in 1959. 

In a year-end statement, Mr. 
Sears said the growing trend to- 
ward leisure activities has affected 
shoe styling as it has affected all 
clothing. He saw indications that 
casual footwear “will gradually 
gain acceptance almost equal to 
that of dress shoes.” 


Dyeable Suede Introduced 


NEW YORK—A new dyeable 
suede by Allied Kid Company was 
shown at the recent Leather Show 
here. White in color, the suede can 


be dyed with the same dye material 
used by stores for white fabric 
shoes, plus one more ingredient that 
makes it practical for use on the 
suede leather. 


Canadian Manufacturers Link 
For Strength Against Imports 

MONTREAL — Two Quebec rub- 
ber footwear firms have set up a 
jointly owned and equally controlled 
manufacturing organization to make 
waterproof footwear under the Brit- 
ish, Miner and Hood brands. As a 
result a portion of the footwear 
needs of The British Rubber Com- 
pany Ltd., of Lachine, Que., a divi- 
sion of Mailman Corporation Ltd., 
will be made at the Granby, Que., 
factory of The Miner Rubber Com- 
pany Ltd. 

The companies said they will con- 
tinue their separate identities and 
market their own products and 
brands independently through sepa- 
rate sales organizations. 

The manufacturing link is de- 
signed to strengthen the companies 
“in the face of the mounting flood 
of low-cost imports of rubber foot- 


Norwich, N. Y., Companies 
Plan to Double Production 

NORWICH, N. Y. — The affiliated 
Norwich and Norween Shoe Com- 
panies plan to launch an expansion 
program that will double production 
and employment. 

Norwich makes shoes for children 
to age 4. Norween produces footwear 
for children of ages 4 to 11. 

Jack Weinman, president of both 
companies, said he is negotiating to 
buy land for a new plant. He sought 
to begin construction in the spring 
with occupancy set for summer. 

The two companies now employ a 
total of 420 persons. 


Welleo Adds 12 Affiliates 

WAYNESVILLE, N. C.—Twelve 
new firms became affiliated with Ro- 
Search, Inc., in 1959, the company 
said, as a result of “increased inter- 
est abroad in ‘Process 82’ pressure- 
molded vulcanized footwear.” As a 
result Heinz Rollman, Wellco presi- 
dent, said his firm is not seeking any 
more licensees either in the U. S. or 
abroad in the near future. 





METATARSAL INSOLES 


NOW BETTER THAN 
EVER BEFORE 


New 


MEN’S SIZE 8-W 


$16.80 Dz. Prs. 


Packaged for Peg-Board Display 
Write for Complete Catalog 


SCOTT 


FOOT APPLIANCE CO. 
1701 WEBSTER ST.-OMAHA, NEBR. 


unitized 

Cradle and Cuboid, all in one sup- 
port PLUS a Metatarsal Lift for superb 
comfort and walking pleasure! The new 
Heel Cradle positions and cushions the 
heel while the Arch Supports provide 
the ultimate in foot comfort. Stock No. 
401H has an excellent split leather bot- 
tom and 405H is made with a full sponge 
rubber bottom. Both have beautiful calf- 
finished top grain leather toppings plus 
sponge rubber supports. 

All Men's & Ladies’ even sizes Wide 
& Narrow Widths. 


Longitudinal, Heel 


ing any shoe. 


$191.50 Gro. Prs. 





For fu 


u 
particulars write SILENT STEP TOPLIFT CO. 


BEN SLOSBERG HAS SMART 
AMERICAN 

WOMEN 

} PUSSY - FOOTING 
AROUND IN 


The new Silent Step toplift, made of the ultimate material 


by a patented process, will virtually last forever, out-wear- 


. Resilient. 

. Will not fray. 

. Will not sharpen. 

. Will not cut holes in floors. 

. Will not ruin hosiery. 

. Will not scratch the legs. 

. Eliminates completely the clang, 
Clang, clop, clop noise caused by 
steel toplifts. 

. Has been wear-tested by leading 
laboratories, and is being used by 
leading shoe manufacturers. 


4067 FOLSOM ST. LOUIS 10, MO. 
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Acme Leather Co. Becomes 
Division of Beggs & Cobb 


BOSTON — The Acme Leather 
Company here has been merged with 
Beggs & Cobb, Inc., and will be op- 
erated as the Acme division of that 
firm. Headquarters of both will be 
at 76 South St., Boston. 

In announcing the merger, Harry 
Remis, president of Beggs & Cobb, 
pointed out, “With the consolidation 
of the two companies we can now 
offer shoe and handbag manufactur- 
ers a complete range of chrome, com- 
bination and glove-type tannages and 
specialty finish treatments.” 

Expanded beam house facilities 
have recently been completed in the 
Dover-Foxcroft, Me., tannery, pro- 
viding additional capacity for diver- 
sified production. 

Robert Remis, vice-president of 
Beggs & Cobb, will continue as gen- 
eral sales manager. Albert Chalek, 
formerly Acme sales manager, has 
been made vice-president of the 
parent company, in charge of the 
Acme division. 


Dow Corning Uses ‘Syl-mer’ 
Name for Leather Treatment 

MIDLAND, MICH. — Dow Corn- 
ing Corporation has dropped “Syl- 
flex” in favor of “Syl-mer” as the 
official trademark for its silicone 
treatment for leather. 

William T. Rossiter, manager of 
textile and leather sales, said the 
primary reason for the change is 
“the advertising advantage of pro- 
moting a single name for the com- 
pany’s water-resistant silicone prod- 
ucts.” 

Dow Corning is currently selling 


Syl-mer for men’s slacks, sportswear, 
jackets and hunting clothes. Mr. Ros- 
siter said the company will be able 
to combine the sales promotion po- 
tential in the Syl-mer name for both 
apparel and footwear products. 


Wohl to Build Warehouse 
With 365,000-Sq.-Ft. Area 

ST. LOUIS—Wohl Shoe Company 
has announced plans to construct an 
ultra-modern warehouse on Valcour 
Road in the Affton area of south St. 
Louis County. Completion is set for 
January, 1961, with construction ex- 
pected to start next month. 

The new warehouse building will 
be on an 18-acre plot and will in- 
clude parking facilities for 100 cars. 
Enclosures will be provided for ser- 
vicing 18 highway truck trailers, 
with a railroad spur for freight 
cars. An extensive conveyer system 
will be installed in the warehouse 
to provide efficient distribution and 
storing of shoes. 

The building will be a one-story 
structure with a total floor area of 
365,000 square feet. Open steel con- 
struction will be used, with metal 
curtain walls, steel deck and con- 
crete floor. 

Complete mechanical ventilation 
and high level fluorescent lighting 
will be provided throughout the 
warehouse. A sprinkler system will 
protect the entire building. 

Plans and specifications for the 
structural and architectural design 
of the building were prepared by 
Neal J. Campbell, consulting engi- 
neer. Mechanical plans were done 
by the engineering department of 
Brown Shoe Company, of which 
Wohl is a division. 





We Offer Quality Jobs, Cancellations 
and Closeouts in Branded Footwear to 


cancellation 
shoe stores, drive-ins and 
shoe promotion buyers 


Italy’s Shoe Exports Rise 
But Average Value Drops 


MILAN, ITALY—Exports of foot- 
wear from Italy are at new peak 
levels, but the average value per pair 
is declining. 

Exports in the first eight months 
of 1959 were about 60 per cent 
greater than for the same period of 
1958, according to the Italian Na- 
tional Association of Shoe Manufac- 
turers. 

The value of shipments in the first 
eight months of 1959 was 28 billion 
lire (621 lire = $1) as compared 
with only 18 billion lire for the 
same period a year earlier. But the 
average value per pair was down 
from 2785 lire per pair ($4.48) in 
1958 to 2504 lire ($4.03) in 1959. 

Again, West Germany is the big- 
gest export customer. The United 
States is second. 

During the year, every foreign 
market increased in value. This was 
especially true of sales to Britain 
and Sweden. 


Four Leather Technicians 
Lecture at Lowell Institute 


LOWELL, MASS. — Four well 
known leather technicians are cur- 
rently providing guest lectures on a 
rotating basis for students in the 
Department of Leather Technology 
at Lowell Technological Institute 
here. They are also aiding students 
in their laboratory experiments. 

Included in the group are Herbert 
A. Tetreault and Richard N. Jones, 
both of the A. C. Lawrence Leather 
Company of Peabody, Mass., and 
William E. Dooley and William O. 
Dawson, both of the Chemtan Com- 
pany, Exeter, N. H. 





Our prices on fine shoes, 
bought direct from the best known 


for values! 


Open a Cancellation Shoe Store in Your Town 


Our New Store Consultants Will Help You Set Up a Profitable Operation 


January 15, 1960 


makers are in line with our 


nationwide reputation 


Shoes Since ‘32 


Quality 


M. K. WEIL Shoe Company 


“While in Town See Weil 


1215 Washington Ave., Saint Louis 3, Mo 


Sample Rooms: Los Angeles * New Yo 





Violette Nominated as Head 
Of New England Foremen 

BOSTON — Rudolph A. Violette 
was nominated as president of the 
New England Shoe Foremen and 
Superintendents’ Association at the 
group’s general meeting here last 
month. 

Nominated as vice-presidents were 
Harold V. Daniels, Robert Goodman 
and Irving Zamcheck. Re-nominated 
were Henry E. Meirs as treasurer, 
Harry Kimball as recording secre- 
tary, and Irving Lyons as financial 
secretary. 

Nominated to the board of direc- 
tors for three-year terms were Wil- 
liam Cohen, retiring president; Um- 
berto Candido; Harold Daniels, Wal- 
ter Janas, Wilson Parker, Joseph I. 
Muskat, Arthur Meyers, Jack Mil- 
ler, Gino Ruscetti and Hyman Stahl. 

These nominations will be acted 
on at the annual meeting sometime 
in March. 


Lewis W. Keith & Sons, Carlisle, 
Pa., will represent the Quabaug 
Rubber Company of North Brook- 
field, Mass., in the Pennsylvania- 


FREE valuable hook on 
prescription fitting 


IS YOURS a juvenile shoe store? Do you have a juvenile 
department in your store? In either case, it is of the very 
greatest importance for your reputation, your sales, 


your profits to have prescription shoe 
doctors and to their patients. Doctors 
guarantee you sales, profits, satisfied 
—makers of nationally famous Junior 


prepared this valuable booklet on prescription shoe fitting. 


It is yours for the asking . . .Write 


descriptive literature, FREE BOOKLET 


on prescription fitting. 


Presc 





MEDIC SHOE MANUFACTURERS, INC. © PHILADE 
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” recommendations 


Juvenile Shoe Store 
or Department 


RELATION TO PRESCRIPTION 


Maryland territory. The appoint- 
ment became effective January 1. 


New Firm Carries Fabrics, 
Vinyls for Popular Price Field 


BOSTON—Peter P. Krans and 
Leonard D. Nectow, formerly with 
Bay State Fabrics, Inc., have organ- 
ized Krans-Nectow, Inc. They will 
carry a line of style fabrics, vinyls 
and other upper materials designed 
for use in the popular price shoe 
field. 

Headquarters will be at 95 South 
St., Boston. 

Mr. Krans, president of the new 
firm, founded Bay State Fabrics in 
1946 and has been its general man- 
ager since that time. 

Mr. Nectow, vice-president and 
treasurer, has most recently been 
manager of the Boston Fabrics Cor- 
poration. He has also been asso- 
ciated with Bay State Fabrics as 
converter. 

Krans-Nectow will be represented 
by Stylecraft Trim, Inc., St. Louis; 
Ross Baer, Grantham, Pa.; Thomas 
Connor Company, Nashville, Tenn.; 
Homer Bear, New York City, and 
Herbert Kurinsky, Brookline, Mass. 


fitting available to 


customers. Medic 
Arch Preservers— 


today for catalog, 
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DOCTOR CONTACT 
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SHOE FITTING 


LPHIA 7, PENNSYLVANIA 
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The Dr. Posner Shoe Company, 
manufacturer of children’s shoes, 
announced it had added 15 new 
retail outlets for its line in the 
New York, Illinois, New Jersey, 
California and Washington, D. C., 
areas during a three-month period. 


e Financial 


Spencer 6-Mo. Sales Up 61% 

BOSTON—Spencer Shoe Corpora- 
tion reports November sales of 
$1,357,884, an increase of 62.8 per 
cent over November ’58 sales. C. 
Charles Marran, president, said to- 
tal sales for the six-month period 
ended November 28 were $7,668,697 
as compared with $4,764,505 for the 
same period in 1958, a gain of 60.9 
per cent. Included in these figures 
are sales of the R. P. Hazzard Com- 
pany, Spencer’s manufacturing divi- 
sion. 


Dividends... 


Brown Shoe Company, St. Louis: 
increased quarterly dividend of 70 
cents per share on common stock, 
payable March 1 to stockholders of 


EMBARRASSED 
= 


\, /’ve never had so many 
‘admirers! They like my 
looks — they like my style 
— and they like the extra 
sales a good Kangaroo 
pattern adds to any fine shoe 
line. Genuine Kangaroo 
is available from 
William Amer Co. 

Surpass Leather Co. 
Ziegel, Eisman Co. 
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record February 15. The firm paid 
55 cents per quarter in 1959, and 
the new dividend represents a 27 
per cent increase. 


United Shoe Machinery Corpora- 
tion, Boston: 62%-cent dividend on 
common stock, payable February 1 
to shareholders of record January 
4, 


Endicott Johnson Corporation, 
Endicott, N. Y.: 40-cent dividend 
on common stock of $25 par value, 
paid January 1 to shareholders of 
record December 21. 


Keith Reports 1959 Profits 


BROCKTON, MASS. — The 
George E. Keith Company and its 
subsidiaries reported a net profit 
of $10,745 for the fiscal year ended 
October 31. In 1958 these firms lost 
$304,660. 

In his report to stockholders, 
Jean R. Keith, president, said, “The 
improved operations are, in large 
measure, due to the accomplishment 
of our previously reported plan for 
eliminating unsatisfactory retail 
operations, opening profitable new 
ones, expanding wholesale distribu- 





SALES _ 


COME 


‘NATURALLY. 


WITH 


Don't Take Chances with Your Cutomers’ Comfort!! 


There is only one scientifically eae and Tested Arch-Top Cookie 


Combination in the market today! 
INSIST ... DEMAND... 


only the Original C-5 


tion and instituting strict operating 
economies.” 

Net sales for fiscal 1959 were 
$5,817,411 compared with 1958 sales 
of $5,541,912. 


Profit-Sharing at Hartland 


HARTLAND, ME. — More than 
$100,000 has been distributed to 
334 eligible employees of the Hart- 
land Tanning Company as the first 
installment of the company’s 1959 
profit-sharing program. Hartland is 
a subsidiary of the Irving Tanning 
Company of Boston, whose presi- 
dent, Max Kirstein announced the 
amount before a meeting of super- 
visory personnel. Hartland’s profit- 
sharing plan has been in effect 
since December, 1954. Employees’ 
shares consist of 50 per cent of 
total gross profit before taxes. 


Coward Distributes $175.000 


NEW YORK—Enmployees of Cow- 
ard Shoe, Inc., a retail operation, 
and affiliates, shared $175,000 in 
Christmas profit-sharing bonuses. 
Irving Brown, president, said the 
holiday bonus has been given since 
1941. 





B. B. Walker Shoe Co. Says 
Sales Increased 48% in 1959 


ASHEBORO, N. C.—B. B. Walker 
Shoe Company’s sales increased 48 
per cent during fiscal 1959, from 
$3,633,996 to $5,393,903, according 
to President B. B. Walker. 

He said the company’s officials ex- 
pect this year’s volume to exceed 
$6,500,000 in view of plans to raise 
production from 3600 to 4800 pairs 
a day. During 1959 the firm in- 
creased its floor space from 57,000 
to 80,000 square feet. 

The Walker Shoe Company, which 
makes men’s and boys’ footwear, 
has just instituted a profit-sharing 
plan covering employees with at 
least three years’ service. 


Lucey Co. Shares Profits 

BRIDGEWATER, MASS.—Some 
380 employees of John E. Lucey 
Company, Inc., men’s shoe producers, 
received a total of $115,057 last 
month through the company’s profit- 
sharing plan. The program was 
started in 1943. Since then a total of 
$1,442,690 has been “shared” with 
employees. 
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FOR A“HAPPY $ALE$ YEAR” 


.. bottom your lines 
with LEATHER-plus! 


LONG WEARING 


Arch-Top Cookie Combination by MODERN 


Only Modern's C-5 positions accurately, automatically, eliminating 
all guesswork to give wearer absolutely correct longitudinal support. 


—GREAT GOOD WILL BUILDER 
—OFFERS EASY EXTRA PROFIT—PRICED RIGHT TO YOU 


Sizes for Men, Women, Children 
SEE YOUR JOBBER OR WRITE: 


MODERN ORTHOPEDIC APPLIANCE CO. 
584 Broadway, New York 12, N. Y. 
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In Canada by BEARDMORE & CO., Limited, Acton, Ontario 








Independents See Their Beliefs ‘Spreading’ 


BOSTON—The year just ended 
“saw the philosophy of Independent 
Shoemen spreading even to other 
associations,” the executive director 
of I. S. claimed in a year-end state- 
ment. 

“It was significant that the Na- 
tional Shoe Fair Committee and the 
participating associations, the Na- 
tional Shoe Retailers and National 
Shoe Manufacturers, set their theme 
on the independent retailer’s fu- 
ture,” Frank T. Underhill said. 


NEW, LIGHTWEIGHT 


7” 


j 
WW 


* MEN’S 


“Thus they recognized the indepen- 
dent as the backbone of the shoe in- 
dustry.” 

Another 1959 gain for the inde- 
pendent cited by Mr. Underhill was 
“the opening up of shopping centers 
as a market for the independent 
manufacturer’s goods.” He said 
“this will become an even greater 
gain when Congress passes the lease 
insurance legislation now pending.” 

Mr. Underhill alluded to the court 
decision ruling the merger of Brown 





DURABLE PLASTIC SHOE TREES 


* made like the finest wood trees 
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* adjusts automatically to fit all sizes 


* low priced for extra sales 


Sell Diplomats with every pair of shoes 


Distinctively styled for the customer who wants all 
the advantages of the finest, full-length wooden trees 
in a lightweight, low priced, quality Plastic model. 


Smart black plastic adjustable forepart and gracefully 


Cc. S. 





curved handle contain Pierce Aut 


tic Spring Adjust t 


for wide fitting range. 3 sizes fit all shoes... help keep 


inventory low. Available with your trade name if desired. 


Guaranteed 


ANOTHER QUALITY PRODUCT FROM THE NATION'S SHOE TREE PIONEER 


COMPANY 
BROCKTON. MASS. 








Shoe Company and G. R. Kinney a 
violation of the anti-trust laws. 
Through this decision, he said, “per- 
haps one of the most crucial tests of 
the independent’s future was settled 
in a most decisive favorable manner. 

“The precedent set in this instance 
no doubt will have a great bearing 
on the future plans of the entire 
industry,” Mr. Underhill declared. 

(Brown is appealing the case to 
the U. S. Supreme Court.) 

The I. S. spokesman saw 1960 as 
“a banner year for the industry as 
a whole, and particularly for the 
independent.” He said: 

“Independent manufacturers will 
see new opportunities arising from 
equal prices on materials and com- 
ponents from their suppliers, as 
price discrimination to favored vol- 
ume producers will soon disappear 
due to enforcement of anti-trust 
IAW 5 2. 

“This will be reflected in the cost 
of the finished product to the inde- 
pendent retailer and will allow him 
to compete more favorably... .” 


Salesmen on the Road 


(CONTINUED FROM PAGE 73) 


| wholesale salesmen on automobiles 
| used by them in their work.” 


The Council says it is taking 


| prompt steps to have appropriate 


legislation passed and/or an agency 
established under and within the 
jurisdiction of the superintendent of 
insurance of the various states. The 
purpose would be to prohibit any in- 
surance company from cancelling or 
refusing to renew any automcbile 
liability insurance policy issued to 
wholesale salesmen without due and 
sufficient cause, and then only after 
review by the proposed agency. 


Trends on the Road Dept.—There 
are plenty of complaints these days 
that factories are cutting territories 
too thin, dividing them so that indi- 
vidual salesmen report they have a 
hard time earning sufficient commis- 
sions. 

However, there’s another trend, 
which appears to be growing: Some 
firms are trying to expand salesmen’s 
opportunities. They are doing so 
with broadened lines—such as men’s 
or women’s in a wide range of prices. 
This gives salesmen better over-all 
coverage in a given territory, a 
wider field of action. 
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Highest Prices Paid 
Complete Shoe Stocks 





IRVIN RUBIN The House of Jobs 


Will Buy Your Close Outs 


Men's, Women's and Children's 
For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


Short Leases Assumed 














BOX HANDLERS 


MERCHANTS’ NEEDS 





LONG ARM* 
The efficent box handler 
QUICKER, EASIER, SAFER 


You 


Reach 
High Shelves 


Easier 


Quicker and safer than 
ge other me 
Long Arms handle the 
full boxes right side up; | | 
empties | gern down. Potemed 


Long Arms with ‘beodies 24", 36'', 48", 60", $3.50; 
72", $A. Postage prepaid in U A. Specify 
handle length desired and if for men's or women's 
boxes. Your jobber or 

CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn. 


“Trede Mark 

















ORTHOPEDIC FOOTWEAR 
TARSO PRONATOR SHOES® 


—for club feet— 

. . prescribed by doctors 
as a supplement to casts in 
mild cases of talipes. 

Made and distributed only by: 





PAY OFF / 


Selected to fit 
your needs! 
Ideas that will 
help you get 
real results! 











VINCENT EDWARDS & CO. 
World’s Largest Advertising Service Organization 
342 Madison Ave., New York City 


You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 
big stocks of quality 
Branded Footwear 
direct from famous 
brand factories, At 
a Price. 


“While in town see Weil” 


Quality shoes since 32 


M. K. WEIL 
Shoe Company 


1215 Washington Ave. 
St. Lovis 3, Missouri 





For Over 43 Years 


Headquarters For 


CANCELLATION 
STORES 


Maurice J. Markell Shoe Co., Inc. 


S08 tenth Wonton : Sete a 4. Please tell me more about your news- 


paper ad clipping service and special 
short term trial offer. 





Quality Brands Lowest Prices 





Largest Stocks All Price Ranges 


Fine TFectwenr 
MOSINGER -COHN 


1235 Washington, St louis 3, Mo 


Se ee 


Memorial Fund Established 
By Friends of John Goldberg 


BOSTON — Friends of the late 
John Goldberg, well known New 
England shoe manufacturer, have 
established the John Goldberg Me- 
morial Fund as part of the 210 
Associates Charity Trust. 

A large number of individual and 
corporate gifts already have been 
received, according to Henry Clay- 
man, chairman of the voluntary 
committee formed to make initial 
plans for the memorial. 

Mr. Clayman says there will be 


Company. 

















VINCENT EDWARDS & CO. 
342 MADISON AVENUE 
NEW YORK CITY 











RUBBER FOOTWEAR 





no formal solicitation of funds and 
that those who wish to contribute 
should contact the office of The 210 
Associates in Boston. He is in re- 
ceipt of a letter from members of 
the Goldberg family expressing 
their appreciation. 


most flexible, 
coolest on 
deck, 
court, campus 


SPERRY 
TOP-SIDER - 
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© Obituaries 


Percy B. Wendt Dies at 58; 
A Sales Manager for RJ&R 


ST. LOUIS—Percy B. Wendt, 58, 
a sales manager for Roberts, John- 
son & Rand division, International 
Shoe Company, 
died in San Fran- 
cisco December 12, 
apparently after a 
heart attack. 

A native of St. 
Louis, Mr. Wendt 
began his career 
with RJ&R in 1918 
and served as a 
sales representa- 
tive from 1926 to 
1950, when he was 
appointed sales manager for men’s 
and boys’ shoes in the division. 

Survivors include his widow, Eula 
G.; two daughters, two sisters and 
two grandchildren. 


PERCY B. WENDT 


IRVING L. WEINMAN, 34, ex- 
ecutive vice-president of the Mas- 
ter Chemical Company of Boston, 
died December 16 at the Massa- 


chusetts General Hospital. He had 
been associated with the company, 
which manufactures a line of chem- 
icals used in the shoe industry, 
since 1950. He was a member of 
The 210 Associates and the New 
England Shoe Foremen and Super- 
intendents’ Association. Surviving 
are his widow, Mrs. Marion Ruth 
Weinman; two daughters, Sarah 
Ellen and Emily Jane; his parents, 
Mr. and Mrs. Moses Weinman; and 
a brother, Joseph. 


HARRIS A. SMART, 79, a retired 
shoe manufacturer, died December 
30 in a Haverhill, Mass., hospital. 
At one time he headed the Harris 
A. Smart Shoe Company, which was 
liquidated about 1924. Surviving 
are two sisters, Mrs. Annie Hudson 
of Plaistow, N. H., and Mrs. Etta 
Messenger of Elmira, N. Y. 


GEORGE BARTELS, 71, retired 
operator of the I. Miller Shoe Store 
on Lincoln Road, Miami Beach, Fla., 
died December 27. Mr. Bartels went 
to Florida from New York 30 years 
ago. He and his wife, Mabel, who 





and heel shoes continues to 


grow. See why retailers 


are changing 
to DUO-FLEX 


Retailing at $9.95 & $10.95 


Available In 94 Sizes 
AAAA Thru EE widths 


Catalog of ALL Stock Shoes Available on Request 


THE P. HAGERTY SHOE CO., Washington C H., Ohio 


survives, would have observed their 
50th wedding anniversary April 14. 
A sister and two brothers also sur- 
vive. 


HOWARD O. WILSON, 75, a foot 
correctionist and manufacturer of 
shoe arches and supports for 25 
years, died December 29 in his 
home at Kenmore, N. Y. 


JACOB TAPERMAN, 44, opera- 
tor of Jackson’s Shoe Store in 
Cheektowaga, N. Y., near Buffalo, 
died December 14. He formerly 
operated a retail shoe store in Buf- 
falo. He was an overseas veteran 
of World War II. 


SAM BLETSTEIN, 70, operator 
of the Peoples Shoe Stores at 1376 
N. Milwaukee and 4817 §. Ashland, 
Chicago, died December 13. He had 
lived in Chicago since 1905. 


MYRON LIPSY, 55, proprietor of 
the Salina Sample Shoe Store, Buf- 
falo, N. Y., died December 24 after 
a short illness. 
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SALOMON & PHILLIPS 
460 Park Ave., South 
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New York 16, N.Y. 
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PRICES 
After transacting your business with jor 
UNCLE LOUIS you will be so PLEASED AND SURPLUS SHOES 
OVERJOYED you surely will feel like kiss- CANCELLATIONS ma Cash for 
ing him. COMPLETE STORES quality shoes, complete 


Wrhe. 9e whe Se ie surpluses or closeouts 
tion . . . quality men’s, 


PLEASE DON'T women's and children’s shoes. from manufacturer 
CAUSE AUNT JENNIE IS JEALOUS Fine Footwear For Oven 43 YEARS ) or retailer. ) 
» Quality shoes since 1932 4 
UNCLE Louis Camitta & Son MOSINGER- ‘COHN ches 
91 Reade St., N. Y. C. WOrth 2-5063 235 Washing! eo M. K. WEIL ™ 
Shoe Company 


\ 1215 Washington Ave., St. Louis 3, Mo. f 
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HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. Your BRANDED 


Max L. Meltzer, Pres. ose and DISCONTINUED 
SURPLUS STOCK 
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Personnel 





JAMES 8. STUART 
Also a Director 


LEON W. DIEROLF 
Kinney Director 


Elected... 


Leon W. Dierolf and James B. 
Stuart, as directors of G. R. Kinney 
Corporation, New York. Mr. Dier- 
olf is vice-president in charge of 
real estate and Mr. Stuart is vice- 
president in charge of merchan- 
dising. 

Thomas F. Noonan, as executive 
vice-president, a newly created 
post, and also a director at Holmes 
Stickney, Inc., Portland, Me. He 
will be responsible for sales, styl- 
ing, purchasing and production at 
the women’s shoe manufacturing 
firm. 

David G. Foulk, as vice-presi- 
dent and treasurer of William Ise- 
lin & Company, Inc., factoring firm 
which operates in the shoe in- 
dustry. 


Promoted... 


Kenneth M. Kaligian, to district 
sales manager of the Boston 
branch of United States Rubber 
Company’s footwear and general 
products division. Robert R. Hamp- 
ton, to district sales manager of 
Houston branch, and Selden D. 
Keiley, to district sales manager of 
Cleveland branch. All had been 


ROY PYNE 
With Hy-Test 


SAMUEL EICHEL 
To Stacy-Adams 


90 


ABE THALL 


SAUL KOMESSAR 
Replaces Komessar 


Promoted by Chain 


assistant district sales managers. 

Edward J. Higgins, from assis- 
tant general manager to manager of 
the international division of U. S. 
Rubber Company. He succeeds Lud- 
wig C. Boos, who died December 7. 

Saul Komessar, to assistant mer- 
chandising manager of Shoe Cor- 
poration of America, Columbus, O. 
He formerly was assistant buyer 
and executive assistant to Oscar 
Musinksy, head buyer of women’s 
novelties, teenage and play shoes. 
Abe Thall assumes this position. 

C. E. Gibson, to regional sales 
supervisor for the Southeastern 
states for Dow Corning Corpora- 
tion, Midland, Mich., silicone man- 
ufacturer. With headquarters in 
Greensboro, N. C., he will sell to 
the leather industry and other 
fields. 

Henry H. Lickel, to vice-presi- 
dent in charge of a group of spe- 
cialized accounts for William Ise- 
lin & Company, Inc., New York, 
factoring concern. He will seek to 
expand their import activities. 

Charles P. Yates, to assistant 
vice-president in charge of collec- 
tions in the retail credit division of 
William Iselin & Company. 

Thomas A. Savage, to assistant 


¥ 
g 


CLAY R. CAROLAND 
To Bonded Fibers 


JAMES H. KELLEY 
Merchandising Post 


ROBERT G. CARSON 
Sales Manager 


JEROME O'HARA 
Budget Director 


vice-president in addition to his 
duties as new-business representa- 
tive in New England. 


Transferred... 


Robin H. Slate, from Houston 
district sales manager of United 
States Rubber Company’s footwear 
and general products division, to 
the Seattle branch as district sales 
manager. 


Appointed... 


Jerome O’Hara, as budget direc- 
tor for Endicott Johnson Corpora- 
tion, Endicott, N. Y. He will co- 
ordinate budgets and prepare budg- 
et programs for all activities of 
the company. 

Robert G. Carson, as sales man- 
ager of The Ainsworth Shoe Com- 
pany, Toledo, O., succeeding Ken- 
neth W. Payne. William W. Hostet- 
ter, as treasurer and credit man- 
ager, succeeding John E. White. 

Samuel Eichel, as sales repre- 
sentative for the Stacy-Adams 
Company, Brockton, Mass., cover- 
ing New York State including met- 
ropolitan New York City and ad- 
joining territory as far south as 
Washington, D. C. He has covered 


CHARLES MILLER 
Named by C.1I.C. 


TED WEINBERGER 
Resigned 
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part of the same area for Nunn- 
Bush Shoe Company. 

Sid Woods, as sales representa- 
tive in Southern California and 
Nevada for Tober-Saifer Shoe 
Manufacturing Company, St. Louis. 
He succeeds Lou Solomon, who re- 
tired because of health reasons. 

Roy Pyne, as sales representa- 
tive for Hy-Test Safety Shoe divi- 
sion of International Shoe Com- 
pany, replacing Robert Roth, who 
resigned. Mr. Pyne will cover New 
England from headquarters’ in 
Newington, Conn. 

James H. Kelley, as general man- 
ager of the retail merchandising 
department of International Shoe 
Company’s retail sales division. The 
position is a new one. With offices 
in St. Louis, Mr. Kelley will be re- 
sponsible for the merchandising of 
ISCO’s retail stores. 

Clay R. Caroland, as Southern 
sales representative for Bonded Fi- 
bers, Inc., Newark, N. J., carrying 
Bontex innersoles for the shoe in- 
dustry. The Clay R. Caroland Com- 
pany has offices and warehouse fa- 
cilities in Nashville, Tenn. 

Charles H. Miller, as representa- 
tive for C.I.C. Machinery, Inc., Bos- 
ton, covering the Milwaukee-Chi- 
cago territory. 

Julian C. Frankel, as vice-presi- 
dent and general manager of Vel- 
cro Sales Corporation, New York. 


Resigned... 


Ted Weinberger, as_vice-presi- 
dent of Trend Shoe Corporation, a 
subsidiary of Desco Shoe Corpora- 
tion, New York. He has become 
vice-president of Rosedale Shoe 
Corporation, with offices in New 
York’s Marbridge Building. 

Ralph May, as vice-president and 
export manager of Phillips-Pre- 
mier Corporation, Boston. He has 
organized his own firm at 60 South 
St., Boston, to export leather and 
allied products. 


Retiring... 


Harry E. Epperson, Sr., as vice- 
president of Conaway-Winter, Inc., 
St. Louis manufacturers of baby 
shoes. His resignation was due to 
ill health. He had been with Cona- 
way-Winter, Inc., for eight years. 
President Frank J. Winter will as- 
sume Mr. Epperson’s responsibili- 
ties. 
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WANTED TO PURCHASE 


WANTED TO PURCHASE 








CLOSE OUTS 


1139-41 South Jefferson 
Phone or Wire Collect 


KELLY PAYS TOP PRICES 


COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 


KELLY SALES INC. 


Chicago, Illinois 
Wabash 2-3797 














Ace Liquidators Pays the Most! 


WE BUY FOR SPOT CASH COMPLETE SHOE STORES 
WE ASSUME SHORT LEASES 
WE WILL WORK OUT CREDITORS PROBLEMS 
NO STORE TOO LARGE 


We can pay more because we have retail outlets and constantly need shoes 
WE WILL PAY MORE FOR BRAND NAME 
MEN’S, WOMEN’S AND CHILDREN’S SHOES 

TRY US ONCE AND BE CONVINCED FOREVER 
All Inquiries Treated Confidentially 


Ace Liquidators, Ine. 


Ace Building, 321 W. Lake Street 
Chicago 6, Ilincis—Financial 6-5955 














DISPLAY 





LINES WANTED 








Cameron Company Displays 


500 ECHO LANE, GLENVIEW, ILL. 


NEW AND ORIGINALS—IN ART OF DISPLAY 
"TO THE MAN WHO CARES ABOUT 
HIS WINDOWS" 


JACK CAMERON, PAUL HAMLIN 
ALSO GUY MALLOY, formerly of 
NEIMAN MARCUS 














SIDELINE SALESMEN WTD. 








OPPORTUNITY! 


We have several openings for side 
line representatives for our won- 
derful line of open-stock, in-stock, 
low-priced Juvenile Footwear. All 
open territories are well established. 
6% commission, plus bonus. Write. 


NEIL CARLSON, SALESMANAGER 
SEABOARD NATIONAL SHOE COMPANY 
22 S. Hanover St., Baltimore 1, Md. 








WANTED: A_ REPRESENTATIVE LINE 
OF Children’s, Men’s or Ladies’ Orthopedic 
Shoes or regular shoes. Metropolitan area. 
Twenty years experience selling and mer- 
chandising. Reply to Box 662, Boot anno Snore 
Recorper, Chestnut & 56th Streets, Philadel- 
Phia | 39, Penna. 


~ WANTED: NEW LINES. Large U. S. 
Compe any desires new Lines in Shoe, Last cr 
Shoe Tree manufacturing trade. With trade 
accounts and representation in foreign coun- 
tries; its trademark will give your product ac- 
ceptance and universal appeal. Foreign Lines 
will be considered. Reply to Box 664, Boot 
AND SHoe Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 


EXPERIENCED SHOEMAN, AGE 38, 
MULTI-LINGUAL,_ Covering Metropolitan 
Chicago, Cook and Lake Counties of Illinois, 
with medium priced Men’s Welts, desires non- 
competitive Line (preferably women’s) for 
same _ territory. Excellent connections with 
Chain Buyers. Reply to Box 665, Boor anp 
Suor Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 














SHOE SALESMAN, 37 YEARS OLD, WITH 
14 Years’ Experience as Manufacturer's 
Representative for Men's and Children’s 
Shoe Factories. Have strong following in 
Pennsylvania and New Jersey. Best refer- 
ences. Seeks good connection with future. 


Reply to Box 663, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 30, Pa. 














BUSINESS OPPORTUNITY 














IMPORTANT FRENCH RUBBER wor: 
WEAR MANUFACTURER seeks local 
Dealer. All States but Eastern. Reply to Box 
657, Boor anp SHog Recorper, Chestnut & 
56th Streets, Philadelphia 39, Penna. 


+ I 
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SALESMEN WANTED SALESMEN WANTED SALESMEN WANTED 


EXPERIENCED SHOE SALESMEN: Out- 
standing Opportunity for men with road experi- 
ence to represent Nationally-known in-stock Line 


of Men’s and Children’s. Extremely competitive. 
All replies confidential. Territories open: West 
Virginia, Pennsylvania, Indiana, Illinois, Mich- 


igan, Nebraska, Ohio. Reply to Box 554, Boor 


TRAVEL EXPERIENCED REPRESENTATIVE i, & 56th Streets, 
To carry our Nationally Advertised, In-Stock Line of Jet, SALESMEN WANTED 


Western and Sporting Boots in Middle Atlantic States. Death Complete Line of Children's Shoes. 


of our former representative creates this immediate opening. Pre-Welts, CEMENTS and BON 
Welts. Sizes | Infants’ to 3 Misses’. 
Territories open: Ky., Indiana, 

JOHN A. FRYE SHOE Co., INC. Ohio, Okla., Texas, lowa, Kans. 
Chestnut and Pleasant Streets, Marlboro, Massachusetts and Mo. Reply with details, ref- 


erences. 
THE KEPNER-SCOTT SHOE CO., Inc., Orwigsburg, Pa. 











Reply to— 























SALESMEN WANTED TO SELL SIDE 
HELP WANTED HELP WANTED LINE. OF FAST SELLING IMPORTED 
FOOTWEAR in the lew .genee field. Consists 
of tennis, Men’s Glider Sole Dress Oxfords, 
Casuals, Rubber Footwear, etc. State back- 
ground in your reply. Reply to Box 650, Boor 


NATIONALLY ADVERTISED LINE OF MEN'S FINE SHOES soy ante Recon, Chestot & Sith Set 


AVAILABLE FOR GEORGIA, FLORIDA TERRITORY 
Currently producing $240,000. Should do better than $400,000. Commission aver- SALESMEN WANTED 


ages a oy ak y= 5%. mate cong neg and expense to start. Po pref- 
erence ° . ersonal interviews for approved applicants in tlanta on COMPLETE LINE OF CHILDREN'S SHOES, 
Wednesday, February 25th and in St. Petersburg on Thursday, March 3rd. aes INFANTS SIZE | TO MISSES SIZE 3 
Wholesale shoe, furnishing goods, rubber goods or clothing experience preferable, . 
but young college graduate with good retail background might be considered. CEMENTS AND PRE-WELTS. CHOICE TER- 
—— ~ involves _— of — so ° _ apply unless you are free to do 4 RITORIES OPEN. 
an ave a car. ive employment history covering past 5 years to presen 
date; education and other pertinent facts. All inquiries held in strict confidence. HAPPY TOT SHOE CORP., MT. HOLLY, N. J. 


Reply to Box 666, BOOT & SHOE RECORDER, Chestnut & 56th Streets, Philadelphia 39, Pennsylvania 




















SALESMEN WANTED: Feature Shoe Line, 
Men’s, Women’s and Children’s; established ter- 
ritory. Also trainees for Franchise Store Man- 
agers. For details write: SALES MANAGER, 


LASTING ROOM FOREMAN WANTED STITCHING ROOM FOREMAN WANT- Foot-so-Port Shoe Co., Forest and Westover, 
FOR VOLUME COMPO NOVELTY AND ED FOR VOLUME COMPO NOVELTY Oconomowoc, Wisconsin. 
SLIPPER FACTORY. Must be capable of AND SLIPPER FACTORY. Must be capable : 2 : cane 
taking complete charge of Department. Con- of taking complete charge of department. Con- WANTED: MEN TO SELL SIDE LINE 
tact Mr. E. Weil, at_George’ H. Rosen Shoe tact Mr. E. Weil, at George H. Rosen Shoe OF EXTREME HIGH-STYLED Men’s Dress 
Mfg. Co., Inc., 12 Farnsworth St., Boston, Mfg. Co., Inc., 12 Farnsworth St., Boston, Oxfords, such as Flat Tops, Missiles, Blades, 
Mass. Telephone Hancock 6-5777. Mass. Telephone Hancock 6-5777. Knobs, etc. $9.98 retailers. Line consists of 
two dozen numbers. Furnish qualifications. 
Reply to Box 649, Boor anp SHOE RECORDER, 
Chestnut & 56th Streets, Philadelphia 39, Penna. 




















FOR SALE 
DISTRIBUTORS SIDELINE SALESMAN WTD. 


FAMILY SHOE STORE, FEATURING 
NATIONAL BRANDS, including Children’s 
Cetogeihy sete. qoeeeen me heart of Gov- 
ernment Missile Base on Florida East coast, 

200 miles North of Miami. Terrific growth op- SIDELINE SALESMEN 
Purchase price depends on_inven- 


portunity. . H H 
ME R C 4 A N D | SE tory selected. ADVERTISER, 3885 N. W. 2nd Top Quality Moccasin and Moccasin 
Terrace, Minui,- Florida. Type Casuals. Year Round Instock De- 
— partment. 
ADRIAN SPECIAL X-RAY MACHINE, 


D | $ T R | R U T 0 RS Good, Workable Condition, $75.00. Approved MINNETONKA MOCCASIN CO. INC. 
by the local Health Department. Reply to Box j 


660, Boor anp Snore Recorner, Chestnut & 406 Portland, So., Minneapolis, Minn. 





























56th Streets, Philadelphia 39, Penna. 





Shoes OF oeEAE wieitees MARES AND 
T EDIC JSINESS, $18,000, includ- 
ing yy A $4,000 a pe. SIDE-LINE SALESMEN 
or full information write to Box 661, Boot Oo di "Old Pals’ hild ' 
AND Suoe Recorper, Chestnut and 56th Streets, 4 utstanding tie me et ad 
OUTSTANDING OPPORTUNITY for Philadelphia 39, Pa. eee line—infants, little gents, childs, 
qualified men seeking careers in mer- misses and big boys and girls—to 
chandising and buying with one retail from $3.95 to $5.95. 


of AMERICA'S OUTSTANDING BUSINESS FOR SALE All In-Stock—Columbus, Ohio 


POPULAR PRICED SHOE CHAINS. Territories Open: 


Unlimited advancement. List full FAMILY CANCELLATION SHOE STORE Arkansas, Tennessee-Kentucky 

particulars including work history, (Self Service), occupying two story building. Nebraska-Kansas, Missouri 

. ae Same location eleven years. 1958 volume $100,- 
education ond references in original 000. Clean stock of good Brands, Rat Oklahoma & Western Texas 
communication. Salary commen- Prices; Cheap rent; good lease. Good parking All inquiries held strictly confidential 
surate with ability facilities. Must sacrifice due to ill health. In- 
4 ong appoeninaney a agg Asking $1,500 Ss. T. LEVIN 
plus inventory. Jill take half cash and give sii 
Box 746, 1501 B'way, W. Y. 36 terms to right party. Contact: EASTERN THE H. C. GODMAN COMPANY 
eat cone” 135 South Maryland Avenue, Columbus 16, Ohio 

ilendale 5, Calif. 























Boot and Shoe Recorder 











Index to Advertisers 


This index is published as a convenience. No liability is assumed for errors or omissions. 
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Borg-Warner 

Markell, M. J., Shoe Co. .... 87 

Martin Fabrics Corporation .. 41 

Medic Shoe Manufacturers Inc. 84 
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Potvin, R. J., Shoe Co. Front Cover 
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United Shoe Machinery 
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Corporation 


Weil, M. K., Shoe Co. ..83, 87, 89 


Welleo Shoe Corporation ..60, 61 
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January 15, 1960 


--- your profits 
CLIMB with 


GODING 
BOOTS 


Take a field man for instance. He 
wants a boot that can take the 
muck and mire, the rocks and rills 
...a boot that feels good on his foot 
and looks fine enough to wear to 
the main office. 


That’s why he likes the Goding 
“Engineer,” and why you'll make 
more money if you stock them. 
Like all Goding Boots, the 
“Engineer” is a high-styled boot 
with Goodyear Welt Construction. 
Made in all sizes for men and boys, 
it delivers more wear for less 
money ..with a full mark-up for you. 


Write today for free 


full-color catalogue of the 


entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 











A case that had a speedy trial... a wear test was run on a pair 
of popular high style shoes using standard materials and methods 
EXCEPT, that the shank was missing from one shoe. The trial 
proved one thing . . . shanks are vital in shoes . . . vital to the 
stylist in holding shoe shape, vital to the salesman in building 
repeat sales, vital to the wearer in longer shoe life and more 
comfort. A proven case for shanks ... UNITED top quality 
shanks, of course. 

UNITED shanks are vital in other profit-making ways too... 
you can depend on skillful fitting and precision reproduction of 
UNITED Vita-Tempered® shanks to build solid customer 
satisfaction and repeat sales into your shoe lines. 

Take a look at your shank fitting now. Ask for a UNITED shank 
expert to survey your needs — for fast service on new models, 
sample shoes, or an established line. For a better fit and better 
sales — depend on UNITED quality shanks. Call or write: United 
Shoe Machinery Corporation, Boston 7, Massachusetts. 


Jnited, 


SHANKS 


THE UBM cATALOG... YOUR DEPENDABLE SOURCE FOR QUALITY SHOEMAKING SUPPLIES 





TOWN & COUNTRY 
MAKES FLATS FOR TEENS 


— 
Lr 
O 
= 
* 


Controlled | 


EVANS RUBY 


BLACK) KID 


Uniform quality of materials is important Town & Country Shoes 
when you make teen age shoes in volume. Over America’s Best Fashion Shoe Value 


the years Town & Country Shoes has found 
o see ‘ STYLE 
that Evans fine Kid Leathers are to be relied Cartwheel 


upon to maintain their own high standards of MATERIALS & COLORS: 
Evans Ruby (black) Kid 

uniform quality. Colorful print fabric lining 

_ oa , 7 4 H TRIM: 
You will find it easier to maintain your Youthful tailored bow of Ruby Kid 
SIZES: 
: _ 3to ll 
Uniform Quality Leathers. Widths AAAA to B 


For complete information 
please write directly to 
Town & Country Shoes 
Ambassador Building 
Saint Louis 1, Missouri 


quality standards when you rely on Evans 


ANS 
ev 4; 


; a lf en ees 
Standardize on EVANS LEATHERS \{; Prete .| for Uniform Quality 


é 1 
$1489 


JOHN R. EVANS & COMPANY, campDEN, NEW JERSEY 1857 — 1960 
The House of Uniform Quality Leathers 








FEATHER BANTAM =} HEAVYWEIGHT 


whatever a baby’s age, weight or type... 


THERE'S A DIFFERENT STRIDE RITE SHOE 
FOR EVERY STAGE OF THE FIRST WALKING YEARS 


Babies don’t all weigh the same, walk the same, or at the same time. And our beginner styles are maue 
to offer you the widest possible choice for your small customers. Our famous Firstie with soft upper 
leathers, soft and flexible sole, is the lightest. The intermediate 
shoe is slightly sturdier . . . for the older, more active baby, or 
any baby who must bear a bit more weight. The third shoe is a 
fully-lined welt, for the child who is ready for “regular” shoes. 
All three feature broad heel seats, snug-fitting heels, firm 


counters .. . traditional Stride Rite quality and fit. 
Green Shoe Mfg. Co., Boston, Mass. 





